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BRINGING 
YOU 
THE 











of America 





the complete new self-service real estate 
sales plan that can MULTIPLY SALES! 
... to be established by exclusive fran- 
chise in each city, town or community, 











throughout the country. 


Is a vast expansion of the REALETERIA service now established throughout 


California and in other western states. 


Now includes two models of the famous REALETERIA master display racks 
. electric rotating window display racks . . . the sensationally new 
lucite-encased, electrically-lighted, motor-driven ‘Robot Salesmen’’ for 


placement in markets, hotel lobbies and other busy locations. 


Now features a new real estate listing and sales plan with complete ad- 
vertising aids, superior to anything of its kind ever created by REALETERIA 
in the past. 


Wanted: Brokers and Representatives 


One broker, or brokerage firm. in each city or community (where REALETERIA service 
is not now established) throughout the entire country 


Casinos 2080 Regional Realeteria Representatives to establish exclusive REALETERIA services under 
BY their own twenty-one vear franchise. This is OPPORTUNITY. UNLIMITED with the possi 


Joun H. Cuntis bility of creating a permanent. substantial income. Minimum franchise investment required 
Los ANGELES, CaLir 
If interested, write or wire for detailed information, or call in person at the address below. 


where you can see REALETERIA in full operation 


969 23rd Street — Richmond, California General Sales Office 




























- Sf 
AeUOUUAAAAH ET | 


SULLA! 





from the Crane bathroom story! 


The Crane bathroom story is the story of a complete line—a style for 
every taste, a price for every budget. 

For instance, there’s the Newday Group above, just right for the home- 
owner who has to watch his costs. Then for the man who goes “all out,” 
there are such Crane style leaders as the € riterton group anid > ~ 

~ below. But whatever their price, a// Crane bath- q) -_ 
rooms have the high quality and the lasting beauty 
that make Crane the best-known name in plumbing. 

That's true in Crane kitchens, 

where C > has > ri 

‘ _ where Crane "< the right Ser exndeente tatente, 
sink for every possible require- the Crane Nevday Group 
ment. And in home heating, — For the best in bathrooms —the 
. Crane supplies everything Criterion Group—leader in the 
needed for any system, any fuel. 674" st9/¢ parade. Here is the ver) 
> ee > aan ° latest in design, the most careful 
See Sweet's Builders’ File for craftsmansbip—a bathroom group 
selections from the Crane line with elegance in every line.(For those 
P who prefer a countertop lavatory, 

—or ge > x ete ste 

ae get the « omplete ser} from Crane offers the Marcia, styled to 
your Crane Branch or Crane blend with the Criterion bath and 


Wholesaler. closet.) Controls are finger-tip Dial- 
ese, as in all Crane bathrooms 


CRANE co., G 
( Ry A 836 Ss MICHIGAN ave "emennns 
PLUMBING AND HEATING 


VALVES « FIT 
NCHES, WHOLESALERS FIROL « Pipe 
santin dnte aa /PL 
tn hed otal FRTATE AND BUILDING JOURNAL is enazed UMBING AND HEATING CONTRACTORS 


>t a year, $7 two years, $10 three ~. Copyright 1949, by Stamat ishi od class matter, August, 1942 
$10 to non-subscribers, ° $10 three years in the United States. ie Geax oS yoy Mink: Audit Bureau of 
. a + in all other countries, $6.50 






















Dost office, Cedar Rapids, Iowa unde: 
irculations. Terms: 50 cents a poveond 
4 year Back issues $1; roster issue 











Youll; ward Te have This 
1949 Kimsul Technical Booklet! 















. Facts About 

Thermal Insulation. . . 
for Architects, Builders 
and Engineers! 
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Here's a fact-filled, up-to-the-minute handbook every 
architect, builder and engineer will find helpful. Tells about 
new and important developments in insulation engineering 
practice. Includes information on heat loss distribution, 
“U" Factors of various types of construction, typical 
architectural specifications and other data on both thermal 
KIMBERLY-CLARK CORPORATION 
NEENAH, WISCONSIN 





and acoustical installations for all types of structures— 


commercial, industrial and residential. Send for your free 





Please send me my free copy of the 1949 Kim 


copy today, or look for it in the 1949 issue of Sweet's 
Technical Book ) ) 


Catalogs for Architects and Builders 


Iam an architect a builder n engineer 
NAMI 
1DDRESS 
REJ-549 
CITY 





ZONI STATI 
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Perkins & Will and Edwin H. Mittelbusher, Architects 


TELEPHONE RACEWAYS 


FIT INTO THE SCHEME OF THINGS 


UNEXCAVATED 





Most new homes today are a blend of beauty 
and utility — everything in its proper place. And 
the proper place for telephone wires is out 
of sight. 


It's a simple job to conceal telephone wires 
within walls. A few lengths of pipe or tubing, 
installed during construction, will keep them 
from being exposed on walls and woodwork. 
All that shows are neat telephone outlets, located 


where they will be most convenient for the owner. 


For homes of any size, your Bell Telephone 
Company will be glad to help you plan modern 
telephone arrangements. Just call your Tele- 
phone Business Office and ask for “Architects 


and Builders Service.” 


ey BELL TELEPHONE SYSTEM 








Builder francis J. Schroedel Says... 


“HOTPOINT All-Electric Kitchens 


are my best insurance against ‘for rent’ signs” 





yt li ik) 





"SURE, tenants are easy to get today,” 
says Francis J. Schroedel, prominent 
Milwaukee, Wisconsin builder and 
apartment house owner. ‘‘But will 
they be tomorrow?” 


TO ASSURE FUTURE DEMAND for 
his beautiful new Estabrook Estates, 
Mr. Schroedel is equipping each of 
its 200 apartments with a complete 
Hotpoint All-Electric Kitchen. For 
average rents of approximately $100 
a month, future residents will enjoy 
the advantages of a Hotpoint Auto- 
matic Electric Dishwasher, Hotpoint 
Electric Disposall*® Unit, full-size 


Everybody’ Pointing To 








FRANCIS J. SCHROEDEL 


Milwaukee, Wisconsin 











Hotpoint Automatic Range, brilliant 
Hotpoint Refrigerator and matching 
Hotpoint wall and base cabinets. 


BUILDERS AND ARCHITECTS inter- 
ested in making new homes most 
attractive to today’s value-wise buy- 
ers are likewise taking advantage of 
the extra sales appeal of Hotpoint 
All-Electric Kitchens. Why not in- 
vestigate this profit-making oppor- 
tunity now? See your Hotpoint 
distributor or dealer... or write to 
Hotpoint Inc. (A General Electric 
Affiliate) 5600 West Taylor Street, 
Chicago 44, Illinois. 


PIONEER OF THE 





ALL-ELECTRIC KITCHEN 





RANGES + REFRIGERATORS + WATER HEATERS + FREEZERS + DISHWASHERS + DISPOSALLS®) + CLOTHES WASHERS + DRYERS + IRONERS + CABINETS & SINKS 
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WOODWORK 


SIL 


the Insulated window 





Lrieg ta lhe beady 


but... shut out the weather! 


ENTITE 


PRE—FIT 





1866 


RTI 


Today, youcan give home-owners plenty 
of “view”—plus new, scientific protec- 
tion from wind, dust, heat and cold! 
That's why Curtis Silentite windows are 
so often first choice where comfort and 
fuel savings are important. These Curtis 
windows are truly weather-tight. 

Curtis Silentite double-hung windows 
have exclusive weather-stripping fea- 
tures, such as the patented “floating” 


When in New York, visit the Curtis 
Woodwork Display at Architects’ 
Samples Corporation, 101 Park Ave. 


3 


check above) 
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Please send me book on Silentite Windows, including casements. 
O Architect, (] Contractor, (1) Prospective Home Builder, () Student. (Please 








weather-strips that press snugly against 
the sides of the sash... yetalloweasy move- 
ment. Silentite windows, too, are wood — 
with the natural insulating qualities for 
which wood is well-known. Made of 
Ponderosa Pine,toxicand water-repellent 
treated, Silentite windows also provide 
extra durability and long-lasting value. 
And, of course, they have no weights, 
cords or pulleys to get out of order. 


for better casements — SILENTITE! 


If the owner's choice is casement 
style windows—investigate the 
Silentite casements. Here is an 
insulated wood casement with 
special features that assure less 
air infiltration than other types. 

A major improvement in case- 
ment design provides draftless 
ventilation. The sash is thor- 
oughly trouble-free—can’t rattle, 
vibrate or swing in the wind. No 
bulky hardware on the inside— 
no exposed hardware on the out- 
side. Made in several sash styles. 


You’ll want our book on Silentite windows, 
including casements. Just mail the coupon! 


CURTIS COMPANIES SERVICE BUREAU 
RJ-5S Curtis Building, Clinton, lowa 


I am 











New Eagle-Picher Decorator Paints 


simplify your-interior_painting problems 


for walls, 
ceilings 








for woodwork, 


cabinets 


fe) modern colors that harmonize 


- 


with each other and with all colors 
in furniture, drapes, rugs 


One word describes this new idea in interior paint 
— simplification. Eagle-Picher’s new interior paints 
are pre-harmonized in color values... they simplify 
your interior decorating problems, color selection 
for your clients and tenants, application problems 
for painters. 

First, the ten beautiful, modern colors in the line 
were formulated to harmonize completely with 
each other and with any color in furniture, drapes 








A complete line 
of paints for all 
interior and 


exterior use 








@ 








for kitchen, 


bathroom 





and rugs, old or new. They’re extremely popular 
with homeowners across the country. 

Result—both redecorating and planning color 
schemes for new homes are simplified. You can 
easily plan a modern, harmonious color scheme for 
every room, your clients can easily select colors 
that will harmonize with each other and with their 
present colors in room furnishings. Eagle -Picher’s 
interior paints come in three matching finishes— 
flat, semi-gloss and gloss—so the line simplifies the 
buying and applying of interior paints, too. They’re 
ready-to-use, oil-base paints — of the same high 
quality that has made Eagle-Picher White Lead 
outstanding for over a century. 


Eagle-Picher Company ja 


General Offices: Cincinnati (1), Ohio 
Makers of quality painting materials since 1843 
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KART 
COC 00) 


the faster, lower cost 


way for you to have 


floors and walls 
2 ae 


THEN—LOCKART EXPANSET FOR PERFECT 
ADHESION—Expoanset is a clean, white 
cement suitable for all types of ceramic 
tile. Either the Float-Bed or Buttercoat 














QUICK, EASY PRIMING — The Lockart 
Method permits direct application 
right over plaster, brick, metal, concrete 
or plaster wall-board. First, a coat of 
Lockart Primer is spread over the 
wall surface. 


Today Mosaic’s exclusive Lockart method is being 
used for tile installations from coast to coast—in 
modernizing all kinds of areas in all types of buildings. 


The Lockart method saves you time, money and 
labor. Application costs on new work are reduced as 
much as 30%. You'll save up to 40% on renovations. 
You get rooms back into service in record time, or 
complete new work faster. , 





No. structural 
changes are neces- 
sary with Mosaic’s 
LockartT meth- 
od. Furthermore, there’s no dirt—no mess. 
And Lockart Expanset dries fast and reduces 
the load on the wall as much as 50%. Shear 
tests conducted by the U. S. Testing Labora- 
tories demonstrated that Mosaic tile, attached 
to plaster wall-board with the Lockart 
method, withstood shearing pressure equiv- 
| alent to about 2800 lbs. to the square foot! 


or 
40 MEM. re nUURED 


Nee an it 
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method of setting may be used. 














FAST APPLICATION . .. FAST SETTING—This 
modern, streamlined way of installing 
Mosaic tile speeds up the work— 
and costs less! 


Distinctive Mosaic tile in- 
stallations offer beauty that 
doesn’t fade or need renew- 


ing ... assure years of heavy 
traffic without upkeep Use Mosaic’s wide line of 
ceramic tile to modernize bathrooms, rest rooms, 


kitchens, corridors, lobbies, etc. Mail the coupon today 
or consult the Mosaic dealer or office nearest you. 


ti fo tin fr dug 


Zanesville, Ohio Member: Tile Council of America 
Over 2000 dealers to serve you—Offices in Principal Cities 


Dept. 12-4 


THE MOSAIC TILE COMPANY Zanesville, Ohio 


ue 
wal 


—_—Please send me the free booklet “Stream- 
line Tile Jobs with the Lockart Method."’ 


—___Send name of nearest Mosaic dealer. 
NAME 
BUSINESS 
ADDRESS 
city ZONE STATE 
y 














YOU CAN BE SURE... te ITs 
Westinghouse _ 
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ELECTRICAL LIVING 


| -HOMES 

















Wivie for these FREE books | Gaz: 


THE HT 


.--Prepared to Help Make WOME SHOW 
Your Houses Sell Faster 





Here’s a tip on how to make your Exhibit House 
the most admired during National Home Week. 

Look at these simple steps outlined in two pub- 
lications just off the press: Plan your houses for 
greater sales appeal; equip them for quick accept- 
ance; provide simplified fuseless wiring system 
and Jook to Westinghouse for help. 

In these Free Books you get all the facts about 





how Westinghouse can help .. . in planning 

houses with maximum sales appeal . . . in mer- Kit and Planning Service that will help pack in 
chandising ... in promotion . . . valuable plan- the crowds, and sell the features and extra values 
ning data that will help you include features your houses offer. 

wanted most in the kitchen... in the laundry... If you want to enjoy the benefits of this special 
in lighting . . . in wiring. It is sound planning service, send now for your FREE copies of these 
help. It will also tell you about the Promotion books. G-10063 


Better Homes Bureau 
Westinghouse Electric Corporation 
P. O. Box 868, Pittsburgh 30, Pa. 


Please send my free copies of ““How to Make Your House 
the Hit of the Home Show” and “Planning Book for 
Electrical Living Homes’. 


Name 





Street 








City and State 
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SUPERIORITY OF THE 
BILT-WELL WOOD 


SUPERIOR 


The outstanding feature of the Superior Unit 
Window is its “Jamb-Liner Weatherstrip.” 
This exclusive, flexible patented “Jamb-Liner”’ 
automatically compensates for all possible 
swelling or shrinking. If the sash swells 
slightly in wet weather, the windows will 
still slide smoothly. And,—if shrinkage takes 
place later, the “Jamb-Liner Weatherstrip” 
will spring back forming a snug, compact 
contact with the sash. 

This is only one of the many reasons why 
leading architects, prominent builders and 
reliable dealers prefer the Bilt-Well Superior 
Unit Wood Window. 


CARR, ADAMS & COLLIER CO. 


Dubuque, lowa 


The Bilt-Well Wosdwork Line 


Basement Windows « Breakfast Nooks © Bilt-Well Storm Sash & Screen Unit 
e Carr-dor Garage Doors « Clos-tite Casements « Combination Doors & Storm 
Sash « Corner Cabinets « Corner Cabinets for Smatier Homes » Doors with 
Tempered Presdwood Panels ¢ Front Entrances for the Smaller Type of Home 
Front Entrances « Exterior Doors « Gable Sash & Louvers « Gh-dor Kitchen 
Cabinets ¢ interior Doors -e Ironing Board Cabinets « Linen Cabinets « 
Medicine Cabinets « Mantels « Nu-Style Kitchen Cabinets ¢ Screen Doors & 
Window Screens » Shutters « Stair Parts « Superior Windows « Telephone 
Cabinets » Utility Window 


BILT g WELL 
a er 
wooo ¥ WORK 
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SUPERIOR "Jamb-Liner Weatherstrip" 


provides a wood to metal contact which eliminates the most 
common of all window problems—sticking and rattling. This 
“Jamb-Liner Weatherstrip" is applied at the factory—rolied 
into the grooved jamb and becomes oan integral part of the 
frame. The sash slip into the frame without removing any of 
the weatherstrip (after plastering) in the final stages of building. 





The Wind Break overlaps the header, thus 
forming a weathertight seal between 
frame and building. The tongue of the top 
sash is another weather-tight feature 





Superior Windows are counter-balanced 
with overhead spring balances. The uni- 
form tension of these balances eliminates 
chattering where either sash is operated 





Sash can be installed or removed easily 
and quickly without loosening or remov- 
ing any weatherstrip 





All wood parts, thoroughly kiln dried and 
chemically treated 





Superior (cushion-type) nailess weather- 
strip tically Pp for all 
possible swelling or shrinking of the sash 








Weather-tight seal, between sill and sash, 
by spring weatherstrip. 

















When You build-in 
Yliteate COOLING 


The quickest way to a prospect's heart and his pocketbook 
is to show him the comforts and conveniences ready for 


him in his new home. Lau Niteair Fans offer him the 
ultimate in cool, healthful, refreshing comfort. During 
those hot summer months he'll sleep cool as a cucumber 
in the house that YOU built and SOLD him! And he'll 
thank you for it! 


Ylicittd PANEL UNITS | 





Niteair Attic Fans are adaptable to meet any situation. 
Their marvelous cooling benefits are truly astounding in 
homes large and small. Available in a complete range of 
sizes (30”, 36”, 42”, 48” blade size) with discharge 
capacities for every requirement. Ratings begin at 7611 
C.F.M. and go up to 17,564 C.F.M. Make preparations 
to see and install a ““Niteair’ Attic Fan, now 


Vlilewle RANCHER __ 





The Lau Rancher is tops in 
cooling efficiency for homes 
of low roof type construc- 
tion. Quick easy ‘ 
economical to build-in 
Mounted horizontally to dis- 
upward and outward. A complete 
package unit—automatic ceiling shutter 
fo sealed bearings—airtight cushion seal. Two 
} sizes. The 30” fan rated at 6409 C.F.M. and 
| J the 36” fan rated at 8780 C.F.M 


| aD Write Today—Dept. "'J''—for Complete Information 


MELAU® 





charge 





YTON 


WORLD'S LARGEST MANUFACTURERS OF FURNACE BLOWERS 


rm ee F.% ~ ] 
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OWER Company 





An Office for $130 

















The home of Howard R. Morey, Laguna Beach, was 
ideally situated for an office. Parking space was avail 
able. The home was in the center of town, on a high 
way-front location. The only problem was lack of 
space. 

Banks of venetian blinds pointed to an easy and in 
expensive solution. By partitioning off 10 x 15 feet of 
the 16 x 27 foot living room, Mr. Morey obtained a 
sizeable attractive working area. The four blinds, 
reaching from floor to ceiling, are arranged to include 
front door as the office door. The complete cost, for 
materials and installation, was only $130. 

The venetian partitions are less expensive than per 
manent partitions, and can be raised at night to per 
mit full use of the living room. In addition, tempera 
ture control and air circulation are regulated by the 
usual house controls. Lending a modern appearance 
to the office, the aluminum blinds match the general 
decorative scheme in color. 

Mr. Morey claims that this arrangement eliminates 
the duplicating costs of office-home lighting and heat 
ing, obviates the need for secretarial assistance 
Mrs. Morey supervises the office in his absence. 


Waning Car Market Will Help Building 


N analysis of the relationship between the auto 

mobile and the American public's home purchas 
ing habits indicate a spurt of home buying this spring 
and summer, according to Louis W. Licht, of Lane 
Realty, Forrest Hills, N. Y. 

Savs Mr. Licht, “The more than three million pea 
sons who bought new cars in 1947 have now com 
pleted their installment payments, and thousands ol 
these families who have postponed home buying in 
flavor of new cars will have money available for in 
vestment in new homes.” 

Citing figures to show that a substantial number 
of the nearly three and a half million new cars bought 
in 1948 will be paid for by next August, Mr. Licht 
expressed the belief that the installment purchasing 
of new cars will help the building and real estate 
fields. Monthly payments on cars averaged $75 to $150, 
and the conversion of this payment to a similar figure 
in home payments will be much easier than when in 
stallment purchasing of cars was not so wide-spread. 


May, 1949 — NaTIoNaL REAL EstaTE AND BUILDING JOURNAL 














THE AMAzING SHEETROCK story Now yore COM Iwill and decoule 


hattew WALLS and CEILINGS 
inv days inilead, of, week 


The Amazing SHEETKOCK Story is the story of new methods and improved 
materials that today are building better walls and ceilings in half the time. 
Rooms are completed in days instead of weeks because SHEETROCK goes 
up fast, and takes any type of decoration almost immediately. Moreover, 
it builds for lasting, smooth beauty. Remember, too, SueeTrock wall- 
behind any decoration a smooth, seamless surface board is fireproof — it's made of gypsum, the mineral that will not burn. 


Tate ss only OME )'1" ETROCK fel United States Gypsum 


The Fireproof Gypsum Wallboard nar Chicago 
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THERE'S A NEW WAY 
TO SCREEN WINDOWS 


oo 


ty, 


"C Led 





ALUMINUM TENSION SCREEN 


SPECIFY IT. . . the unique, mew screen... the flexible, 
tension-designed screen with snap-catch installa- 
tion and lifelong freedom from sagging—DURALL. 


BUILD WITH IT. . . the screen that snaps into place 
in minutes — from inside (no ladder climbing!) ... 
the revolutionary screen with no side frames to cut, 
fit or paint—DURALL. 


SAVE WITH IT... the extra-economical screen that 
costs dollars less*, slashes “normal” installation 
bills, cuts maintenance, wipes out replacement 
costs ... the durable aluminum screen that never 
rusts, stains, or needs painting. 


DEMAND IT. . . this popular, easy-to-handle screen 
you can leave up the year around or roll up for 
compact storage . . . the ideal screen for any double- 
hung window—DURALL. 


* only JF" for the popular 28" x 54" size at retail. 


DURALL is sold through building supply | “age St 
and hardware ceansin Send pany = fom —_ 
below for the attractive file size DURALL 

CATALOG with complete information. 

















NEW YORK WIRE CLOTH COMPANY,N®-5 

445 PARK AVENUE, NEW YORK 22, NEW YORK 

Please send me, without charge, the Durall Tension Screen Catalog 

Name. 

Compan 

Street 

City. Zone State 

eeeoe ep Beeeeteeeeeneneeeeee 
14 


Redecoration Costs Cut By 
Thermal Insulation 


HILFE thermal insulation is valued primarily as 

a fuel-saver, research has recently demonstrated 
that decorative costs can be slashed by as much as one 
third in a well-insulated structure. 

Savings in decoration costs result largely from the 
fact that insulation prevents “ghost marks” or shadow 
lines from appearing during the heating 
When a wall in an uninsulated room is several d« 
grees colder than the interior air, the moisture fol 
lows a natural law, condenses on these surfaces, and 
leaves the dust it carries. Space between laths and 
framing members is darkened because the heat loss 
through the wood is not as great as through the 
plaster spaces between. 


scason. 


Heating engineers have determined that with the 
outdoor temperature at zero, and inside air at 65 
degrees, the between wall temperature is 10 degrees 
less than the inside air temperature in an uninsulated 
structure. With full-thick mineral insulation, 
inside surface temperature normally is kept within 
two degrees of air temperature. 


woo! 


In the Jong run, the redecorating costs are reduced 
by approximately 33 per cent, re-painting or paper 
ing being required one-third less frequently in in 
sulated homes. 

Iwo ceflective methods of installing insulation may 
be followed. Where space between top-floor cciling 
and roof is large enough to admit a workman, batts 
of blankets of mineral wool are placed between the 
joists. In the other method, openings are made in 
the roof, and the insulation (in nodulated form) ts 
blown through an air hose to an even depth of fou 
inches over the top-floor ceiling. If walls are hollow 
they also are filled with mineral wool for added pro 
tection, and the work is done from outside the build 
ing. 


Co-operative Plan Gives Quick Sales 


UNIQUE co-operative plan to get listings and 

quick sales is in operation among 12. Chicago 
realtors. Inaugurated in 1943, the Real Estate Sales 
Plan provides that the firms share expense of direct 
promotional literature, circulate brochures (includ 
ing photographs) of homes that have been listed with 
any one firm for more than 90 days, and pool thx 
energies of their 100 salesmen to contact: prospects. 

Donald F. Moore, one of the founders of the plan, 
savs, “Each company in the plan has a similar circulaa 
using their individual letterheads for the first page. 
More than one hundred thousand of these circulars 
were mailed by all Real Estate Sales Plan offices to 
owncrs of real estate in Chicago.” 

An unusual feature of the circulars is that they 
answer the question, “Is this the best time for me to 
sell my property?”, with a “maybe.” Pointing out that 
these are not ordinary times, and that considerations 
other than the desire 
into the picture, the 
every case a strictly 
can advise vou, we 
circumstances.” 

The circular is attractively laid out, and includes 
a map to show the seller the location of the co-operat 
ing firms. 


to obtain a commission enter 
circular “We 
individual and before we 
would want to consider all the 


States, consider 


one, 
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These Two’ Grades of 





*k PlyScord and PlyBase are two appearance grades within 

Interior-type Douglas fir plywood. Other appearance grades 
of both Interior and Exterior-type are offered for specific 
building needs. 





lay a better subfloor, faster, with PlyScord—the superior 
base for finish flooring. 





For a firm, rigid base under all types of modern wall-to- 
wall coverings—use PlyBase 


For the 1949 Basic Plywood Catalog, write the Douglas Fir 
Plywood Association office nearest you: Tacoma Building, 
Tacoma 2, Washington; Daily News Building, Chicago 6; 
Shoreham Building, Washington 5, D. C.; The 500 Fifth Avenue 
Bidg., New York City 18. 


Douglas Fir 
PLYWOOD 


LARGE, LIGHT, STRONG 


aw 


NATIONAL REAL Estate AND BUILDING JOURNAL — May, 1949 15 








Will Speed and Improve 
Your Flooring Jobs! 


imrenon Trht 
GENUINE 


Douglas Fir Plywood 


PLYSCORD 


GRast C-0 


© SHEATHING 
DFPA 
INSPECTED 


PLYSCORD .. . for smooth, tight, rigid sub- 


floors that are laid faster and provide a 















superior base for finish flooring. 


For the perfect subfloor, use Douglas fir plywood PlyScord 

identified by the “grade-trademark” shown above. The big 
panels of PlyScord cover joints quickly, provide a smooth, even 
surface that’s extra rigid, extra strong, tight and draft-free. 
PlyScord cuts application time and costs; 
that PlyScord can be laid in half the time required for other 
subflooring. It saves up to 50° on nailing, up to 60% 


contractors report 


on saw- 
ing and fitting. And the finished flooring job will be better be- 
PlyScord 


to insure 


cause PlyScord won't warp, cup, squeak or shrink. 
should be specified, too, for wall and roof sheathing 
stronger, tighter, more rigid construction, 









INTERIOR-TYPE 
Douglas Fir Plywood 


DFPA. INSPECTED 


PLYBASE.. .« new grade, for a smooth, firm, 
rigid base under linoleum, asphalt tile and 
other wall-to-wall coverings. 


Yes—floor coverings such as linoleum, tile, carpeting, and other 
wall-to-wall materials will look better and last longer when laid 
over PlyBase. The smooth, firm, solid panels reduce joints to a 
minimum, virtually eliminating ridges and uneven wear. In 
addition to new construction, PlyBase is ideal on remodeling 
jobs, as a smooth base over old, worn, uneven surfaces. And 
for walls, PlyBase presents a smooth, solid backing surface for 
tile and other coverings. Sanded smooth, PlyBase is readily 
identified by the “grade-trademark” shown above. 


Let it speed—and improve—your next job! 








Right Mow 
YOU CAN HELP 
PRODUCE VITAL 


LOW-COST | 
QUALITY HOUSING | 


BY SPECIFYING | 

all three | 
SISALKRAFT PRODUCTS | 
1 


SISALKRAFT 
REINFORCED BUILDING PAPER 
at about $15 per 1000 square feet 

AS BUILDING-PAPER, over sheathing of frame, brick 
veneer, stucco or stone-faced houses . . . under wood, tile | 
and other flooring . . . as a vapor-barrier . . . FHA ap- 
proved over sub-fill, under concrete slabs... under floors | 
with radiant heating .. . For curing freshly laid concrete 
driveways, walks, basement and garage floors, etc. 


2 


SISALATION 
REINFORCED REFLECTIVE INSULATION 
at about $25 per 1000 square feet 








Costs 50% less than bulk or blanket types of insulation, 
and costs less to apply. Does two jobs: Acts as insulation 
and as a vapor-barrier (FHA-approved). 


3 


COPPER ARMORED SISALKRAFT 
REINFORCED PURE COPPER FLASHING 
at about $9.75 per 100 square feet 





Costs 80% less than heavy sheet-copper, and less to ap- 
ply for concealed flashing, foundation damp-coursing, etc. 


(SEE SWEET'S ARCHITECTS’ FILE 9C-2) 





City, Zone & State 


Basen For free samples and data, mail this coupon = 

a 
| The SISALKRAFT Co., Dept, NR : 
~ 205 W. Wacker Drive, Chicago 6, Ill. a 
8 Please send samples and data on all three SISALKRAFT products. ; 
1‘ 
' i 
& Name ' 
8 1 
8 ' 
8 Address ‘ 
8 a 
8 a 
8 a 
1 


The SISALKRAFT Co., Chicago 6 + New York 17 » San Francisco 5 
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Realtors Use Journal in Meetings 





The Davenport Times snapped this picture of five leading 
Iowa realtors reading the Roster Number of the Journal during 
a regional meeting of the Iowa Association of Real Estate Boards 
held in Davenport last month. Eighty-five Lowa realtors attended 
the meeting to discuss the problems posed by rent control. 
Shown above, left to right, are: Seated, Albert Guggedahl, Des 
Moines secretary; Joseph Wagner, president, Davenport Real 
Estate Board, and Paul Weaver, state association president; 
standing, Robert T. Armil, state director; Duane Leamer, pro- 
gram chairman, and Harold Eastham, secretary, Davenport Real 
Estate Board, all of Davenport. Mr. Weaver wrote the Journal 
staff, “I have been carrying the Journal with me all over the 
state and it has been very useful, especially at this meeting.” 


Letters to the Editor 


“For many months and years, for that matter, 
I have been watching you hit the ‘bulls-eve’ with you 
successive editions of the JOURNAL. I can no longer 
resist the impulse to tell you how I feel about the 
timely and valuable articles which crowd the 
of your magazine month after month cach one ol 
specific value to the broker and builder. 

“I doubt if there is an inch of room for improve 
ment, but if there is, you will no doubt find it.” 


page s 


—Alexander Summer 
Teaneck, New Jersey 


“The new Roster number of the Journal just arrived 
and it is an excellent Congratulations! I will 
keep it at hand throughout the year.” 

—Roland R. Randall, President 
Society of Industrial Realtors 
Philadelphia, Pa. 


issuc. 


“We are very pleased with the fine Roster numbet 
that came out for April. I know our members ar 
going to be equally pleased.” 

—Lowell Baker, Administrative Secretary 
National Association of Real Estate Boards 
Washington, D.C. 


“I do want to congratulate you on your Roster for 
this vear. It is bigger and better, and has so much use 
ful information. How I have felt the need of it the last 
few weeks!” 

—Violet Dunham, Executive Secretary 
Florida Association of Realtors 
Orlando, Florida 
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L economy home 


Here's generous living space — not a cramped makeshift, 
built down to a low price! The PH Home is the real 
Economy Home — with supremely good design, expert 
craftsmanship, high quality materials. Home buyers are 
quick to recognize the real livability such a home assures 

















— 

ef 
; 
oe 


e 
YOUR o BIGGER PROFITS IN ‘49! 


1949 is the Jow-cost housing year! The PH Home is 
“made to order” for this market. It achieves low cost 
— not by sacrificing desirable selling features — but 
through modern production methods which make the 
most effective use of time, labor and materials. 

' Here is the Economy Home you can sell with confi- 
Look at These Profit Features dence and enhance your reputation as a builder. 
V Full size — 24 ft. wide x 32 


Saves Erection Time and Cost 
ft. long 


P&H Homes come to you from the factory 83% com- 
plete — with finished walls and complete insulation. 
Only 169 man-hours or less are required to erect these 
soundly constructed homes. Your money is tied up 
for shorter periods. 

For a profitable building year in 1949, get in touch 
with us immediately. 


V Large living room — 

i? ay se 
V Joint-free, crackproof walls 
V Choice of 2 or 3 bedrooms 
V Flush doors throughout 
V Built with or without basement 
V Choice of heating equipment 


V Highly rated for F.H.A. 
financing 


HOMES 


303 Spring Street 
Port Washington, Wis. 
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THOROSEALING YOUR MASONRY 
TO KEEP WATER OUT 
OF THE WALL- 


LA 





MAKES NEW FRIENDS 
AND CUSTOMERS 


ALWAYS RECOMMEND 


THE THORO SYSTEM 


THOROSEAL. to fill & seal the surface 










QUICKSEAL . for a beautiful finish 


You'll make a true friend of your customer if you spe - 


cify The THORO System on his masonry throughout. 
The THORO System has been gaining friends and 
more friends, for over 35 years until today it is known 
as the only real way of protection against rain and 
dampness that cause interior plaster problems and 
costly expense to the owner. The long-time users of 
THORO System products will advise there is only one 
protective solution to a water problem THE 
THORO SYSTEM. Order through your Lumber and 
Builders’ Supply Dealers. 


Get our 20-page brochure, pic- 
torially describing, in detail, 
“How To Do It.” It’s yours for 
the asking. — No. 140. 





Standard Dry Wall Products 


BOX X. NEW EAGLE, PENNSYLVANIA 





Findings of New Building Code 
Survey Released 
\ ORE than one-fourth of the ‘nation’s munici 


palities have no type of building regulations, 
according to a recent survey by the Building ‘Tech 
nology Division of the Bureau of Standards. 

After investigating 2,634 replies from technical pub 
lications, code libraries, and other interested groups 
on the local level, the Bureau announced that re 
vision of construction codes is underway in 213 cities. 
Research by the Bureau revealed that among 2,152 
cities studied, 27% had codes less than five years old, 
while 18% had codes written between 1926 and 1930. 

The report stressed that amendments to the codes 
did not necessarily bring them up to date, and that 
such amendments tended more to confuse regulations 
than clarify them. 

According to E. U. Condon, director of the Bureau 
of Standards, “Delays in code revision are partly due 
to lack of standard methods of testing and of evalu 
ating new developments in material, methods, and de 
sign. Codes affect costs and thus construction where 
they unduly restrict the utilization of more economi 
cal materials, methods, and design. But the influence 
of codes on the rate of construction is secondary to 
that of the cost of materials and labor.” 





Gross-Morton Project Expanded 


Expansion of the 119-home Gross-Morton develop 
ment at Garden City, Long Island, was announced 
this month by James Morton. The 33 new homes be 
ing readied for occupancy include five- and six-room, 
English or Colonial dwellings. 

Priced from $16,990, the homes are set on 7,500 to 
13,200-square foot lots, and may be purchased by 
veterans with a down-payment of $790. 

Features of the houses include: a 23-foot living 
room, first floor powder room, tile bathroom with 
glass enclosed stall shower, electric washing machine, 
fireplace, gas range and refrigerator 


Open Front Real Estate Office 





Interesting contrast to the usual second or third floor real estate 
office is this ground level office of the Charles J. Regan agency, 
Richmond, California. Employing visual front techniques, the 
entire ground-to-ceiling Tuf-flex glass window provides a full 
street side view of the attractive reception and private offices 
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Thermopane -.. the practical way 


to insulate big windows 


Architect: Karl B. Hoke, Toledo, Ohio Buying or building . .. people want big windows in their homes. 
Thermopane* makes them better investments. This sealed, 


double-glass insulating windowpane assures greater comfort, 


: convenience and heating economy ... year after year. 





y With Thermopane, year-round window insulation is easily 
4 : built in... to stay. No storm sash are needed. Thermopane 
Z, ° helps keep rooms cooler in summer. And in winter, it cuts heat 


loss through glass, reduces downdrafts, minimizes condensation, 





a saves fuel. Installed in fixed or opening sash, Thermopane 


increases value of the homes people buy or build. *® 


For better vision specify 5 7 
Thermopane made with pol- 

ished plate glass. 

For full details, write for 


teed yhormapane book and MADE ONLY BY LIBBEY-OWENS-FORD GLASS COMPANY 
list of over TO standard sizes 
1059 Nicholas Building, Toledo 3, Ohio. 
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E. V. Christy, Realtor of Ottumwa, lowa, heads the 

Christy Realty & Insurance Company which specializes in city 
and farm sales, management, loans, rentals, appraisals, and 
general insurance. Mr. Christy is a member of NAREB, lowa 
State Real Estate Boards, Ottumwa Zoning Commission, 


and is a past president of the Ottumwa Real Estate Board 





‘‘THE PERFECT HOME IS ONE 
OF THE BEST POSSIBLE GOOD-WILL BUILDERS...’’ 


writes E. V. Christy, Realtor of Ottumwa, Iowa. Mr. Christy says, “THe Perrect Home is a ‘must’ 
on our schedule of advertising. The concise and thorough method in which it is presented, together with 
its helpful ideas, make it appealing to its readers. We have had many calls from those outside our 
mailing list wanting to be included. The local sponsors profit many times over by the business they 
derive from those receiving THe Perrecr Home. Institutional advertising is sometimes difficult to 
trace to its origin, but when one is confronted with words of praise and people who are favoring us 
because we are kind enough to send them THe Perrecr Home, then there can be no doubt. We like 


Tue Perrecy Home and plan to continue in Ottumwa as a sponsor.” 


Reader enthusiasm for THe Perrect Home, such as Mr. Christy reports. is a logical result we 
believe of preparing a publication which carries the best examples of what is new and good in home 
design, equipment. and decoration. Dramatically written. sparklingly illustrated. this material is edited 

to help its sponsors sell the “home idea” and to reflect quality and prestige. 

ee Sponsorship of THe Perrect Home is not costly. Editorial, art, and other prepa 
PERFECT © : ration costs are spread among its users throughout the nation. Local reproduction 
HOWE a and mailing costs are in turn shared by the selected reliable local building factors 
who share in its results. This individual participation is nominal. A limited 
number of exclusive, annual, renewable franchises for THe Perrecr Home are 


available to organizations with high qualifications 


If you are interested, address your inquiry to 





STAMATS PUBLISHING COMPANY — CEDAR RAPIDS, IOWA 
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When you see the Fir Door Institute grade 











trade-mark—FD!:BP—on a Douglas fir door, 
you know that door comes from a mill 
regulorly inspected by the FDI for quality 
control 


Today’s Big Value 


in Douglas Fir Doors 


" . 
Pur Douglas fir door industry is proud to have 


designed, tested and produced the BP door. 


This year it expects to again produce this exception- 
ally fine Interior fir door in quantity—a door ideally 


suited, and designed. for paint or enamel finish. 
The Fir Door Institute, in a series of important lab- 
oratory tests, found this Multiple-Piece Stile (Finger- 


Jointed) door: 





FIR DOOR INSTITUTE 


ATE OF INSPECTION 1. Strong and Durable in Construction 









2. Possessing a life span equal to, if net greater than, the life 
JOHN DOOR Co. 
os -: span of a door of One-Piece Stile construction 


A tem gee }. Having joints so snug and well-manufactured the finished 
Mun julie 


paint job is smeoth and unbroken 


eed Write now to the Fir Door Institute for your free copy 


of a booklet showing the results of these laboratory tests. 





And. when you specify Interior Douglas fir doors, for 
paint or enamel finish, be certain to include the FD1-BP 


door in your order file. 





Mills subject to regular Fir Door Institute 
inspection are always glad to provide 
Notarized Certificates to buyers, upon 
request, showing that doors shipped have 

been found by the FDI to be up to U. S FIR DOOR INSTITUTE 
Department of Commerce Standards. Tacoma 2, Washington 
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How to get the MOST 


into a small kitchen! 


Kelvinator One-Width Appliances Provide 
Extra Space. .. Simplify Kitchen-Planning 


‘ = = _ 
Kelvinator —— 


and Nee Vee 
Home - 
Freezer J 


All 39 Inches Wide! 


AMAZING NEW FEATURES, efficient use of space 
greater convenience and economy for home makers 
feature Kelvinator electric ranges. They are all one 
width. Freezer. too! Design around Kelvinator! 








In today’s small kitchens, every inch of space counts! That's why 
Kelvinator appliances, amazingly roomy inside yet so compact 
outside . . . are the answer to many problems in design. In addition 
Kelvinator offers the exclusive advantage of aniform widths. Sir 
Kelvinator refrigerators, for instance, are 31!" wide. Any model 
chosen according to budget, will fit. You avoid last-minute chat 








nges 
in plans 
SPACE-SAVER PACKAGE 
Get Kelvinator’s 1949 “Space-Saver’’ refrigerator 
Ss $ It is tull Gcu. ft., burt only iin. wide. Range ts 
— - > only 21 in. wide, with advanced de permitt 
Your iA | PAL installation flush against wall. Top-of-the-line 
quality throughout. For information, write Ke 
choice! is = vinator Division, Nash-Ke © Corporat 
4 —— Detroit, Michigas 
all ' 





3114" wide! | 7.1. | a | ee — 
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What Will Serve Them Best 


UILDING a lasting business in the field of real estate and 

home building requires something more than clever salesman 
ship or building houses with eve-catching gadgets. Success in any 
endeavor, and especially in our field, calls fon supplying customers 
with merchandise that serves them best 


Who hasn't bought a new suit or a new hat or a new appliance 
that hasn't later wished he had not succumbed to the smooth talk 
of the man who sold it? The merchandise may have been all right 
in itself, but it wasn’t what you wanted, possibly even what you 
said you wanted. In the end vou came to resent your purchase, 
and the company that sold it to you. 


During the last few vears many new homes and many existing 
homes have been sold to families who haven't been too happy with 
what they bought. Their basic needs were not fulfilled. They 
bought because their particular purchase was about all they could 
get under the circumstances. 


But that time is over. Builders now can build more nearly to 
suit the pocketbooks and requirements of home-hunting families 

and they are doing so. Brokers, flush again with listings, now 
have a greater varicty from which to choose in fitting house to 
family. 


To the degree that your sales eflorts help to fit the right hous 
at the right price to the right family, your permanent success ts 
assured. That calls for constructive selling, not artful dodges, cam 
ouflage, and canny tricks. 


John Wagner, in a magnificent presentation in this issue, points 
out that much of the real skill in real estate selling centers around 
finding out what the prospect wants and needs. That isn’t easy. 
Yet if you are to do an intelligent job of selling houses, new o1 
old, you should know your prospect. That means knowing how 
much he earns, how much he can pay down, where he works, the 
nature of his social status, how many children he has and of what 
ages, and what — specifically he likes in a house. To get the an 
swers to these questions calls for skill and training from the first 


interview through the showing of the houses to the final closing. 


Someone told the story recently about a vacuum clcancr sales 
man who insisted on trying to sell a family a new vacuum, Despit« 
their protests he set about to make his demonstration. Confidently 
he scattered confetti and dirt over their carpet and started to show 
what his product would do. That was what the rule book said, and 
that was what he was going to do. But it developed that the hous« 


in which that family lived, wasn’t wired tor clectric current. 


You can’t sell vacuum cleaners and you can’t sell houses unless 
you know the essentials about your prospect. Only then can you 
hope to supply him with merchandise that serves him best. If you 


have doubts about how to do all this, we suggest you turn to pages 


th editor 
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| Getting Variety 


With Identical Floor Pl 





Street scene in Morgan Heights, a 7l-home subdivision of M. W. Turner Company, 


Tulsa. 


5 ee house is just what I want,” 


the woman said, “except I 
think I would like a larger living 
room.” 


The real estate salesman paused. 
Well, let’s go over to see a houss 
across the street. There's one ther¢ 
I think vou will like.” 

They came upon it gingerly 
the woman, her husband, and the 
real estate salesman. They admired 
the sweeping ranch-house style, and 
talked about the ultimate colon 
scheme. “Now this is what I want 
ed!” the woman exclaimed, breath 
lesslv, as they entered the living 
“This is the living room 
we want. Isn't it, Fred?” 

Yes, Fred thought so. And so the 
papers were eventually made out, 
and the deal was closed. The 
an laughs about it now. 

The living room in cach hous: 
that she inspected was exactly the 
In fact, cach floor plan 
in 71 new houses built in Morgan 
Heights Addition by the M. W. 


room. 


woh 


samme Size. 


Purner Company, real estate build 
ers ol Tulsa, is identical with the 
other. 

But, the exteriors, like Cleopatra, 
are of “infinite variety.” 

Many a project builder has 
solved the problem of variety with 
several basic floor plans, but few 
have done a more outstanding job 
in accomplishing individuality 
with a single plan than has the 
Furner company, originators of 
the term, “Turnerbilt Homes”, de 
scribed in the last issue. 

Burl Johnson, vice-president: in 
charge of home building, lists the 
usual techniques for achieving va 


riety 1) the use of varied exterior 
materials such as brick, trame, 
shake-shingle, stone, and asbestos 


shingle, and combinations of two 
materials, 2) placement of breeze 
ways, porches, patios, and decora 
tive iron railing and trellises on 
porch treatments, and 3) by setback 
and homes on the 


lots. is the ingenuity 


staggering of 


Actually, it 


Each house has individuality, yet all were built from the same floor plan 


and skill with which these methods 
were used that makes the end re 
sult so unusual. Some builders also 
utilize varied planting schemes to 
add personality, but even without 
landscaping, the Turner 
have diversified stvling. 

Roof treatments are predomi 
nantly gable, but intermixed are 
many hip roofs or hip-and-valleys 
Windows are both casement type, 
and double-hung sash, with several 
large picture windows for extra va- 
riety. Front entrance doors are 
paneled, or flush-type, or win 
dowed. Garage doors are paneled, 
or boarded vertically or diagonal 
ly. Occasionally a cupola is 
atop a garage. 

Color schemes are varied, but are 
restrained. No garish colors, or no 
extremes in Dhes« 
have a “lived in” look, even though 
thev are brand new. 

Most all the plans call for a 
sheltered entrance, as the front 
door opens directly into the living 


homes 


used 


colors homes 
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dining room. Space for strictly liv 
ing room functions measures 12’ 9” 
x 15’ 6”, with the dining area at 
the rear, 8’ x 8’ 3”. The kitchen ts 
%’ x 9 6”, and backs up to the bath. 
The three bedrooms are 11’ 9” x 13’ 
eo: 17° 9" x if SO: and F x IF 9” 
respectively, 

“Although every floor plan is 
identical,” Mr. Johnson says, “we 
have had very few customers who 
noticed this, and many of them ac 
tually commented on the variety of 
plans, showing how easily influ 
enced is the buying public by a 
variety of exteriors. 

“These 71 houses were started in 
May of last vear and completed 
last December. Prices varied, be 
cause of the exterior treatment and 
sive of lot, from $9,850 to $11,500, 
and loans varied from $8,000) to 
$9,200. 

“Powel equipment was used en 
tirely, and site fabrication of wall 
sections and pre-cutting of all fram 
ing members was done at the site. 
Russell Renfrow, superintendent 
in charge of the project for Turn 
erbilt Homes, organized the crews 
on an assembly line basis. 

“As has been our past experience, 
it paid us to use only the best of 
quality and nationally-advertised 
products. We featured Armstrong 
linoleum, Sisalation in walls, ceil- 
ings and floors; Certainteed rool 
ing; Imperial wallpaper, Briggs 
plumbing fixtures, Lightolier light 
fixtures, DuPont paint, Gladdin 
McBean tile, Corbin hardware, and 
Johns Manville asbestos shingles. 

“All homes are on lots 63 to 80 
fect wide and 135 feet deep. The 
streets were paved and the sewers 
installed, all of which was paid in 
full in the purchase price of the 
house. All homes have one-car ga 
rages completed with laundry fa 
cilities, and overhead garage doors. 
Eight-foot concrete drives are pro 
vided with ample walks and steps. 
Heating is provided by floor fur 
naces augmented by wall stoves in 
bathrooms. The floors are No. | 
white oak. Walls are one-half inch 
» 
3 


(Please turn to page 53) 


Prospects want a home “different” from their neighbors’, yet they 


want the economies which result from operative building. Many 


builders use four or five basic floor plans to cut costs, vary the 


exteriors, but M. W. Turner Company, Tuisa, completely soived 


the problem in a 71-house development — every home with an in- 


dividuality and personality of its own. ... Here is how they did it 


a3 


Morris W. Turner 


T 


ww TURNER COMPANY 


e 





Burl Johnson 





A sales kit which provided wv sual 
answers to a prospect's questions 
helped stimulate sales, aided by 
newspaper ads, large billboards 
and spot radio announcements 


Skill in varying materials, roof lines, porches, garages and window-treatments makes 
these typical Turnerbilt homes appear to be built from a variety of floor plans 
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By HAL C. HARDIN, 


The Hardin & Stockton Company, Realtors, 
Kansas City, Mo. 


They involve that ticklish thing 
called ethics. These are ques- 
tions which bob up most every 
day in any office which deals in 
homes new or old. The author 
uses these questions, and his 
answers, in instructing men new- 
ly employed in real estate. We 
asked permission to publish 
them because we believe they 
help clarify what is good busi- 
ness practice, and what isn’t. 
How would you handle them? 


Q. We were called in to inspect a 
house for listing. While there, one 
of our salesmen asked the owner if 
a certain doctor had seen the house. 
The owner replied that another 
agent had told the doctor about the 
house but had not brought him to 
see it. Would it be fair for the 
salesman to call this doctor and 
show him the property? 

\. I think so. The salesman had 
the doctor in mind as a_ logical 
prospect. He showed this by asking 
the question. He should feel free to 
show the doctor the house, pro 
vided no other agent had previous 
ly shown it to him. That is fair 
competition. Had the salesman 
heard of the doctor's interest only 
from and first from the owner, he 
should not have used the informa 
tion in that manner. 


Q. Realtor “A” has an exclusive on 
a property for lease. Realtor “B” 
calls and gets co-operation on the 
lease from “A.” Realtor “B” gets a 


26 





lessor and the lease is made, the 
commission divided. How long af- 
ter this can Realtor “A” feel free to 
solicit the lessee to sell him a prop- 


5 


erty, without going through “B”? 


A. ‘This question was put in an 

open meeting. The presiding offi- 
cer, a lawyer, thought a period of 
about six months should elapse 
first. I maintain “A” is justified in 
doing this the next day. There is 
nothing that can banish this new 
acquaintance from the mind of 
“A.” “B” has no exclusive on the 
man. The service charge has been 
divided equitably. The deal is be 
hind them. If “A” is resourceful 
enough to create a new deal with 
the lessee at any time, it seems to 
me it is perfectly justified. 
Q. A broker has a listing. Another 
broker asks to show the property 
and the listing broker asks him the 
name of his prospect, which is 
given. A salesman of the listing 
broker may have that prospect al- 
ready, in which case he should in- 
form the inquiring broker and 
refuse to give away his salesman’s 
prospect in that way. Having done 
this, should the listing broker then 
suggest to his salesman that his 
prospect is a logical one for the 
property in question, or otherwise 
needle him into action on that 
prospect? 

\. No. If the inquiry is so used 
it is an injustice to the inquiring 
broker. The inquiry should be kept 
in confidence. If the salesman 
thinks of it himself and shows or 
sells the property to the prospect, 
that is all right. However, if the 
broker himself is the one who has 


the prospect (and not his salesman) 
I cannot see why the inquiring 
broker’s question should deter him 
from submitting the property to 
the prospect in question. The idea 
might well have come to him with 
out the suggestion made by the in 
quiring broker. (Editor’s note: Do 
readers agree on this? We don’t. To 
draw a line between needling you 
salesman to take action, and taking 
action vourself is skating on ice too 
thin.) 

Q. “A” calls up “B” to ask permis- 
sion to show a property “B” has. 
“A” gets permission. How long 
should “A” recognize the listing as 
belonging to “B”? 

\. Generally speaking, —indefi 
nitely, unless the owner should ask 
“A” to list the property. “A” can 
feel free to list it but to avoid mis 
understanding he should explain it 
to “B.” If “A” submits the property 
to his buyer before legitimately get 
ting the listing himself, the trans 
action should be made through 
“B.” 

Q. Is it proper for a realtor to ask 
an owner when the exclusive of an- 
other realtor expires? 

\. Yes, provided the inquiring 

agent did not learn about the prop 
erty through the advertising of the 
first realtor who has the exclusive 
Sometimes an agent calls on an 
owner to show a property which 
had been an open listing, only to 
find that it has been given ex 
clusively to another. It then is pet 
lectly proper to ask about the ex 
piration of the exclusive, so that he 
may work on it later, or even to get 
the exclusive himself. He should go 
alter the listing, exclusive or othe: 
wise, only when he gained knowl 
edge of it through some source 
other than the broker who already 
has it. He should not take advan 
tage of information another broke: 
has given him to proselyte for busi 
ness. 
Q. Should the listing realtor’s sign 
remain up, along with a “sold” sign 
attached, when the sale has been 
made by a co-operating broker who 
has sold it through him? 

\. The listing broker has had 
control of the property. He has a 
good right to put up his “sold” 


(Please turn to page 56) 
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A Simple Analysis of 


Too many real state brokers and builders use 
complicated, time-consuming methods to analyze 
the financial condition of their business. If you are 
among that group, here is a system which re- 
quires only a few basic figures from simple rec- 
ords, yet gives you a complete picture of your 
current financial status in a clear, concise way 


By JOHN T. BONNER, JR. 
Bonner, Inc., Realtors 


Columbus, Ohio 


HE old adage that “business runs on paper tracks” 

is just as applicable to real estate as to any other 
business endeavor. Most brokers and builders eagerly 
scan their bank books, carefully scrutinize their check 
stubs, and spend long hours frowning over their finan- 
cial statements. Yet, how many of us make even a 
cursory analysis of the factors responsible for the con- 
dition of our finances — the sales records. 


An orderly system of analysis should neither be 
complicated nor excessively time consuming. To ask 
the broker to return to the office after wrestling with 
a prospect’s sales resistance only to wrestle with in- 
volved slide rule formulas is demanding too much. 
The system which the writer proposes merely requires 
a few basic figures which can be obtained from listing 
cards, contracts, and closing statements. The analyses 
can be expressed by means of simple percentages. 
Above all, the analyses can be made regularly — 
monthly or even weekly if desired. 


Sales Prices vs. Listing Prices 

The first index which the progressive real estate 
broker or builder should watch is the relationship 
between sales prices and listing prices. Sales figures 
can be taken from completed contracts, while original 
listing prices should have been noted on the listing 
cards. 

If the gap between sales prices and listing prices is 
very large — if sales prices average 85 per cent or less of 
listing prices, it indicates the probability that listings 
are being taken at prices too much in excess of the 
market. The dangers are obvious. Valuable time and 
money are undoubtedly being spent on properties that 
will be sold by brokers whose listing efforts are more 
sensitive to market prices. Even listings under the 
protection of exclusive agency contracts may be lost 
if the time of the exclusive agreement is wasted in 
trving to merchandise properties which are out of 
reach of the market. It is true that the prices of these 
listings may eventually be reduced to a more desirable 
figure — but, by that time, the exclusive agreement 
mav have expired and the property may be under the 
exclusive wing of another organization. 

\ wide gap between sales figures and listing prices 
may also indicate a depression in real estate activity. 
For the alert broker who is watching the relationship 
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Two forms above serve to illustrate a simple example of sales 
ratios. When the listed price of $12,000 (A) is compared with 
the $11,000 sales price (D), the ratio is 92%. By comparing the 
loan commitment (B) with the sales price (D), the ratio is $8000 
to $11,000, or 73%. When tax valuation of $4000 (C) is com- 
pared with sale price, the ratio is $6000 to $11,000, or 55%. 
The ratio between the balance on the existing mortgage (E) 
and sale price is $6000 to $11,000, or 55%. The final ratio is 
taken from balance due seller on closing (F) and the sale price 
(D). This illustration gives a ratio of $3000 to $11,000, or 27% 


between sales prices and listing prices, a widening gap 
may herald a small squall or a coming hurricane. 

If the gap between sales prices and listing prices is 
relatively small — if sales prices average 98 to 100 per 
cent of listing prices — it indicates the probability that 
listings are being taken at prices actually below the 
current market. In this case there lurks the danger 
that many desirable listings are being lost due to other 
brokers bidding the prices up to levels more in line 
with recent sales. 

Phe narrowing of the gap between listing prices and 
sales prices also signifies a quickening in real estate 


(Please turn to page 57) 












Apartments With a Future 


fp anes ics 
A of present and future tenants 





and the ability to appraise the needs 
are the qualifications of real 


estate builders who are planning for permanency of income. 

\lthough the level of construction costs is high, apartment units 
are being built, and built wisely, by men combining these prerequi 
sites. From opposite coasts of America come two apartment dwellings 


e In California 
By A. L. FRANCIS 


i ipo builders of Glen Crest Apartments in the Westwood section of Los 
Angeles chose the land for their $350,000 project carefully. Nearness to shop 
ping centers, access to downtown speedways, and surroundings that will resist 
depreciation . . . were factors considered. 


Selection of an architectural .stvle, conservative modern, was dictated by the 
nature of the site itself, the desire for simplicity, and the ability of such a style 
to outlive even radical shifts in the architectural tastes of the public. Contrast in 
exterior design was achieved by deep green stucco, redwood paneling (oil-stained 
a rich brown), and white tim. Arranged around a court, and separated by a 
V-shaped corridor leading to the rear of the building, each of the 24 apartments 
has an “outside view.” 


In order to sidestep the monotony of identical space allotment found in many 
apartments, 12 different floor plans were used to vary the size and room arrang¢ 
ment of the individual units. A typical apartment consists of two bedrooms 
(13x 13 feet, and 15 x 12 feet), dressing room, a 22 x 13-foot living room, dining 


room, kitchen, bath. The floor space for the entire building is 27,000) fect. 


lailoring design to tenant comlort, 
the Class A basement garages were placed 
facing the side street for ease of entering 


that point the wav in design and tenant convenience. In spite of the 
fact that these apartments are in the class of luxury building, the 
fine features can be adopted to moderately priced construction. 





Breakfast nook adjoins some of the apart- 


Living room in the apartment of Spike Jones (of City 
Slickers and Music Depreciation fame) is decorated in 
shades of green and soft reds, overlooks main court 






ments while others have a separate dining 
room. These tenants have furnished the 
room with Early American furnishings 


and exit. Fully protected by automatic 
sprinklers, the garages have a floor space 
















of 7,000 feet, and are provided with a 
Chrysler Air-Vemp forced air ventila 
tion. A tunnel connects the garages with 
the main court to assure drv exit from 
the building in rainy weather. 


Intcrior finish has been varied by the 
use of Imperial wallpaper and Stacoat 
paint. Payne furnaces provide individual 
unit heat, and the Lockport Cotton Bat 
ting Company's rock wool was used for 
insulation. 
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There are 24 apartments with 12 different 
floor plans in the Glen Crest, Los Angeles. 
Each apartment has an outside view be- 
cause of a V-shaped corridor which sep- 
arates the main center of the building 
with one on the right. Garage entrances 
are on side street at right. Wood stucco 
and brick form the attractive exterior 
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Puoros courtesy Nuroco Woopwork 


The 26-suite Marie Antoinette apartment hotel recently completed in Fort Lauderdale, Florida, 
has a striking entrance court and all-glass entry. Note the two vertical picture windows lighting 
the studio apartments on both wings. The building is owned and managed by Fred Snedden 


e In Florida 
By JULE VON STERNBERG 


| IFFERING radically in design but not in the basic idea of tenant service 
and convenience is a $650,000 apartment-hotel, the Marie Antoinette, r¢ 
cently completed in Fort Lauderdale, Florida. 

Architecturally the 26-unit apartment dwelling is simply and dramatically con 
ceived. The approach to the building is across a forecourt with center reflecting 
pool to a low brick parapeted terrace which serves both main and private entries 
to four ground apartments. Dominating the facade is the entrance . a 24-light 
French door with glass side panels. 

Shade from the sun is obtained by thin cantilevered hoods above the horizon 
tal banks of windows. The studio picture windows at each end of the 134-foot 
front are capped with broken pediments supported on canted out frames. 

I'wo of the ground floor apartments have two-story living rooms with balcony 
bedrooms. A top-floor penthouse, served, as 
is the second floor by elevator, has flanking 
roof gardens with pools and exotic plant 
ing. Vertical picture windows, 9x 13 feet, 
overlook the ocean. 

Each apartment is completely furnished. 
Attention has been given to large walk-in 
closets, and adequate storage space. Pull 
man kitchens, light-colored appointments, 
pastel rugs and carpets, woodwork of 6 
panel doors with fluted trim make the onc 
to six room apartments especially attrac 
tive now ... and in the future. 


~ 


One room apartments are living rooms 
by day, and with the simple conversion of 
a sofa, bedrooms by night. Room tempera 
tures can be individually controlled; unit 
heaters are contained in the wood mantels 
that accent each room. All woodwork in 
the building is by the Nuroco Woodwork 
Company. 

Incorporating two important advances in 
post-war building . . . better construction 
(the building is fire-safe, hurricane proof), 
and more thought to tenant service . 
the Marie Antoinette has a two story lobby, 
sufficient space for clerical and maint 
nance work, and a marine terrace. 
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This room in the Marie Antoinette serves as 
an attractive and livable room by day and, at 
night, sofa-beds are opened to convert it into 
a comfortable bedroom. Note the handsome 
wood mantel with decorative fire screen con 
taining an individually-controlled unit heater 


This six-room penthouse suite has views of 
the ocean on three sides, access to two private 
sundecks. Note jalousies on the balcony doors 
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The Truth 
About the 
“House of 
Tomorrow” 


By JOSEPH H. SCHULTE 
Director of Research 
Kaiser Homes 


Do you know what “microclima- 
tology” means in planning your 
house of tomorrow? Better “rear 
circulation?’’ Can you name 
some of the outstanding fea- 
tures or developments in cur- 
rent housing research which 
may soon be available for even 
your modest-priced home? The 
Journal asked Joe Schulte, fast- 
thinking Director of Research for 
Fritz B. Burns, nationally known 
real estate builder, to tell us 
what new ideas and inventions 
he foresees which may effect 
house design and construction in 
the foreseeable future. You'll 


want to read this article now 
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Combining their keen knowledge of manufacturing, merchandising, and home build- 


ing, Henry J. Kaiser, famous industrialist 


shown at upper left, and Fritz Burns, 


progressive real estate builder at right, have done an outstanding job in_ practical 
housing research. Directing this research, from the test tube through extensive de 
velopment to final testing in the field, is Joseph Schulte, author of this article, shown 


in the extensive research laboratory of 


VINCE the end of the last war was 
Ss in sight leading magazines and 
newspapers have carried stories 
about “The House Of Tomorrow.” 
Some of these have indulged in the 
wildest flights of fancy. They have 
told about houses which turn on 
their axes to face the sun, houses 
which are completely poured from 
a concrete mixer in a few hours, 
houses of glass and of aluminum 
and yet today almost four years 
after the end of the war, practically 
none of these fantastic predictions 
have come true. 

Does this mean that the building 
industry is stagnant is not mak 
ing progress? Not at all. It simply 
means that progress in the develop 
ment of new building materials 
and techniques will follow evolu 
tionary rather than revolutionary 
methods. Experienced builders 
have found that regardless of what 
extremes of stvles and innovations 
people may buy in other lines, 
when it comes to homes the aver 
age individual becomes very con 
SCrVALiVe And furthermore all 
radical departures from the con 
ventional receive close serutiny 
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Kaiser Community Homes in California 


from the most conservative of all 
conservative business men, the 
banker or building and loan of 
ficial, who is slow to approve new 
ideas. 

I have been asked by the editor 
et the National Real Estate and 
suilding Journal to tell what Kai 
ser Homes are thinking and doing 
about the house of tomorrow. Since 
I have been doing research on this 
subject for more than five vears 
I take pleasure in discussing it 

In 1943, Fritz B. Burns, now 
president of Kaiser Homes, and at 
that time, as now, one of the larg 
est builders in the country” was 
making plans for the postwar 
period. He had read many of thi 
articles mentioned above and knew 
thev were ridiculous, but at the 
same time he knew that many 
manufacturers had been burning 
midnight oil in their research dé 
partments and he wanted to know 
what they were developing. So hi 
arranged for me to make a trip all 
over the United States to talk to 
dozens of the biggest manufactur 
crs ol building materials to. ect 
first hand information about thei 
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new products. This was the start of 
Burns’ research work and he has 
been at it ever since. The famous 
Post-War House on Wilshire Bou- 
levard in Los Angeles which has 
been visited by almost one million 
people since it was built, was the 
result of that first research tour. 
The new models which are appeat 
ing almost monthly in Kaise1 
Homes’ 2000-home development, 
Panorama City, are evidence of his 
practice of continuing research. 

Progress on the development of 
the “House of Tomorrow” can be 
divided into three elements — Plan 
ning — Features — Methods of Con- 
struction. I shall discuss each of 
these in order and tell you what I 
believe the near future holds in 
store and then tell vou how this re 
search work is reflected in the 
houses we are building and selling 
today. 

Planning 

Architects, engineers and home 
planning experts are exerting a 
constantly growing influence on 
the small home. As one builder re 
marked, “It’s easy to design a liva 
ble big house but to provide ample 
facilities for cating, sleeping, en 
tertaining, storage, etc., in a small 
house that is a real job.” The 
best brains in the industry are at 
work on the problem. Locally, the 
Home Builders Institute has em 
ploved three leading architects to 
design low cost houses; my own 
firm has retained the services of 
Wurdeman & Becket, internation 
ally famous architects; the South 
ern California Gas Company have 
set up an entire department to con 
stantly study wavs and means of 
designing kitchens which will econ 
omize on space and save time and 
steps for the housewife. These are 
just a few instances there aré 
many more. 

Some of the specialized work of 
these planners can be described by 
a new word created during the 
last year or so — microclimatology 

which means the science of plan 
ning with relation to climate or 
weather conditions. The sides ol 
a house facing south and west, for 
instance, are exposed to the direct 
ravs of the sun. In warm climates 
this calls for protection during the 
summer months which may be 
achieved by insulating the south 
and west walls, even though the 
other walls are not so treated, by 
use of double-glass windows, awn 
ings, outside venetian blinds which 
stop heat belore it gets into the 
house. Advantage of solar heat can 
be taken by proper design of win 


dows and overhangs in some cli 
mates. The direction of prevailing 
winds should be taken into con 
sideration in orientation of the 
house or compensated for in some 
way. For example, in certain areas 
near the ocean a strong wind comes 
up each afternoon and exposed 
patios and yards become uncom 
lortable; similar spaces shielded by 
houses, garages or solid walls are 
protected from the wind. 

Phese are but a few examples of 
how this entirely new science of 
microclimatology is being develop 
ed and used by forward-minded 
architects and planners to the end 
of completely controlling the cli 
mate inside the house at reasonabl 
cost no matter What outside con 
ditions may be. 

Architects and engineers are of 
course concerning themselves with 
many other phases of the problem 
of designing and building really 
vood low-cost. houses. They are 
striving for many things which 
present no problem whatever in 
big houses where unlimited floor 
space is available, but up to now 
have been almost impossible to 
achieve in houses of 1000 square 
feet or less built for the average 
citizen. Among these are rear ci 
culation, i. e., means of getting to 
the bedrooms and kitchen without 
having to go through the living 
room, convenient and functional 
room arrangement in which living 
space is adequate but still does not 
detract from sleeping and work 
ing space, larger glass areas with 
picture windows in front or rear 
depending on the view, adequate 
storage space, and more efficient 
heating devices. 

Features 

Although the above considera 
tion are fundamental and perhaps 
the most important in building a 
home, public interest in “features” 
runs high and everybody wants to 
know what the future holds in the 
way of innovations for the new 
house. 

Of course there is no longer any 
thing new about automatic wash 
ers, dishwashers, disposal units, 
drvers, ironers, deep freeze units, 
and so forth, but it may be news 
that more and more of these units 
are being introduced into low cost 
houses 

But there are many other fea 
tures which now are or soon will 
be available to buvers of small 
houses at reasonable prices. Some 
ol the manutlacturers have not vet 
reached the quantity production 
and wide distribution which bring 


NATIONAL REAL Estate AND BuiLpinG JourNAL — May, 1949 


about lower prices, but they are 
on the way. Among them are: 

Moulded one-piece plastic or 
steel sink tops and backsplash 
es with no crevices to catch dirt 
and which are also stain-proof, 
rust-proof and burn-resistant 

Inside incinerators which avoid 
the inconvenience of trips to 
the backyard and eliminat« 
“smog” 

\utomatic closet lighting as the 
door opens 

\utomatic garage doors which 
open as the car approaches 

Low voltage “Touch Plate” 
switches and lighting systems 

Quiet and tankless water closets 

Storage wall wardrobes with 
built-in dressing tables 

More flexible heating systems 
permitting individual rooms 
to be heated without heating 
the whole house 

Mixing valve faucets 

Adjustable clothes lines 

Sliding doors to save space 

Aluminum siding for lifetime 
wear 

Plastic screens which never rust 
and never need painting 

Efficient exhaust fans to remove 
cooking odors from the kitchen 

Double-windows with insulating 
air space in between 

\luminum awnings 

Magic Mirror for front door 
enabling owner to see calle 
while caller sees only his own 
reflection 

Home intercommunication sys 
tems 

Aluminum screening which cools 
and shades 


Methods of Construction 


It can almost certainly be stated 
that the “House of ‘Tomorrow 
will not be prefabricated — at least 
not “tomorrow.” I will not go so 
far as to say that there never will 
come the time when houses will 
roll off production lines as auto 
mobiles now do, but after having 
scen our company conduct possi 
bly the largest experiment ever 
made in the building of wall sec 
tions in a factory, I can definitely 
sav that this time is not in sight 
I am aware that some companies 
continue to prefabricate their wall, 
floor and ceiling sections and also 
that at least one large producer is 
stamping out house parts of steel 

but these few instances do not 
alter the fact that the country over, 
90°), to 95% of all houses produced 
are and will continue to be in the 
florseeable future, built by conven 
tional methods. 


(Please turn to page 53) 





MAKE YOUR 
PROSPECT WANT 
WHAT WILL SERVE 


HIM BEST 


By JOHN J. WAGNER 


Tait & Wagner, Realtors 


Cedar Rapids, lowa When the inquirer says, “Give me the number of that 


house you advertised”, answer, “Oh, yes, that’s out on 


—_ sale of real estate requires 
two sales and unless the first 
sale is attempted and made, the 
second will never result. The first 
sale is the sale of yourself and of 
the organization you represent. 
This is the sale of your ability and 
equipment to serve and of your 
intent and desire to serve the cus 
tomer to his own best interests. 
Now you can’t simulate that desire 
to serve. You're no actor. If you 
were, they pay far better wages in 
Hollywood than vou could earn in 
the real estate business. Your de 
sire to serve must be real and 
genuine. It must be an actual sub 
mergence of your personal interests 
and of vour desire to carn a com 
mission. A submergence that places 
the customer's interest paramount. 

In our conversations with our 
customer we must strive to talk in 
the customer's language. And to 
talk TO him, not DOWN to him. I 
think sometimes we tail to realize 
that the customer is a stranger to 
our language so we go along glibly, 
talking the things which we know 
so well but which to him are not 
readily comprehended. Or we talk 
down to him in a_ patronizing 
manner which only serves to in 
furiate him. 

I like to watch a customer's eyes 
and his manners. If I see his eves 
glaze over or a far away look come 


into them, I know he is not get 
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ting my message so I stop and ask 
him. “Do you get what I mean?” 
No, I don’t do that because I might 
as well add, “Ya dumb cluck.” So 
I sav, “I don’t believe I'm making 
mvself clear. Now when I sav any 
thing that isn’t clear to you, I wish 
you'd stop me and ask me to ex 
plain. Now if I came down to that 
machine shop where you're work 
ing on that big lathe, I wouldn't 
know the first thing about what is 
going on. I wouldn't know which 
wheel did which or what the re¢ 
sult would be when they didn't 
And I'd have to ask questions of 
you. You are an expert on that 
machine and I'm a perfect ignora 
mus,” Build him up, see? Expand 
his ego. Show him what a big shot 
he really is. He will glow with 
pleasure. Then sav, “Now I think 
I'm an expert in the real estate 
business. I sometimes think that 
this work of ours becomes so fa 
miliar to us that we overlook the 
fact that many of the things that 
we do or sav are unfamiliar to vou 
So when I fail to make mvself clear, 
I want you to just stop me and ask 
me to explain. I do want you to 
get mv message.” And so we try to 
talk simply with the language and 
in the terms familiar to everyone. 

\ plumber experimenting with 
hydrochloric acid found that it did 
a splendid job of cleaning out 
clogged drain pipes. In his elation, 





the southwest side .. . who is 


he wrote of his discovery to the 
Bureau of Standards. The Bureau 
replied, “The efficacy of hydro 
chloric acid is indisputable but the 
corrosive residue is incompatible 
with metallic permanence.” The 
plumber gratefully replied, “I'm 
glad vou agree with my discov 
erv.” Immediately the Bureau of 
Standards replied, “We can not 
assume responsibility for the pro 
duction of toxic and noxious resi 
due with hydrochloric acid and sug 
gest you use an alternative pro 
cedure.” Again highly elated, the 
plumber replied, “I'm = glad the 
government thinks that I’ve got a 
good idea.” In desperation, the 
Bureau broke down and wrote the 
plumber in plain Anglo Saxon lan 
guage, “Don’t use hydrochloric 
acid. It eats Hell out of the pipes.’ 

Why do we organize in local 
boards, state and national associa 
tions and institutes? Why do we 
get together in meetings and ex 
change our ideas and share our 
business practices: It's because we 
have a pride in our business. We're 
proud of the public respect, trust, 
and esteem which our cooperative 
efforts have brought to this im 
portant business of ours. So we're 
jealous of that good reputation and 
we're just as much concerned that 
it be not marred by an associate or 
competitor as by ourselves. Oh, I 
know how the customer sidles up 
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to tell us of some sly deal or of 
some mcom pe tent or felonious act 
attempted by ou competitors. 
They do that today just as they did 
10 years ago. Forty years ago we 
smiled smugly, shrugged our shoul 
ders, and perhaps even muttered, 
“Well, what did you expect?” But 
now we are concerned. We know 
that bad news about our competi 
tors is bad news about our busi- 
ness and that it is only a step un 
til it is bad news about us. We 
know, too, because we know him 
well, that it is not usually the com 
petitor that is to blame, but that 
it is a case of misunderstanding o1 
misrepresentation by the customer. 
So in pure selfish interest, we 
strive to put the customer straight, 
to convince him that our com 
petitor’s intentions were honorable. 
We believe, with the ancient Chi 
nese, that he who throws mud loses 
ground. Thus we strive through 
cooperative effort to maintain and 
enhance the public's respect and 
confidence in our business. 


Measure the House 


JuFTY percent of the potential 

sales that are lost are lost be 
fore the customer appears on the 
horizon. Thev are lost because the 
salesman doesn't know the proper 


tv which he is attempting to sell. 


There is an old saving, if vou are 
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Don’t say, “Do you get what I mean?” Say, “I don’t believe | am making myself clear.” 


going to teach your dog _ tricks, 
vou've got to know more than the 
dog. Similarly, if you're going to 
sell real estate, you've got to know 
more about that real estate than 
anyone else, even the owner. 

That knowledge is gained by do 
ing a thorough job in listing the 
property. | once heard a sales man 
ager say that he could make a com 
plete inspection of property in 
three minutes and he never let the 
owner catch up with him and delay 
him in his tour of inspection. 

I oan appraisers are not so ade pt 
Thev are not content with a fleet 
ing, visual survey. They measure it 
up, compute its reconstruction cost, 
and note carefully its accrued de 
preciation. But the lending institu 
tion is only concerned with 50 to 
75° of the valuation. Twenty-five 
to 50°, of the value may be lost 
before the lending institution's in 
vestment is imperiled. But your 
buyer is investing 100°, and the 
first dollar of loss is his and his 
alone How then can we hope to 
advise our customers, unless we 
know what we are talking about? 
I like to know as much about a 
house as though I were investing 
my Own money in it 

And so we measure up a house, 
compute its square foot or cubical 
content, apply the proper cost ot 
construction and thus determine 
reproduction costs. Then by visual 
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Don’t say, “No, he hasn’t come in yet this morning.’ 


Say, “I’m sorry, but he’s not just now. May I have 


’ 


him call you when he returns?’ 


observations and by knowledge of 
the accrued age of the structure, we 
determine the accrued depreciation 
and by this process determine the 
sound value of the property. The 
immediate market value or the 
value to a customer may be othe 
than this sound value but we have 
established a firm anchor to which 
we can tie our conclusions 

In making this survey, we meas 
ure the size of the rooms. We want 
to be able to tell the customer the 
exact size of each. With this he can 
make factual comparison with the 
rooms in the home he now occu 
pies. If he thinks a certain room is 
too small or too large for his use, 
we can tell him that it is so many 
feet and inches larger or smallei 
than the room he now occupies 
He can thus definitely visualize 
how his furniture will fit into that 
room 

In making our survey, we ar 
keenly aware that 87°; of the im 
pressions come through the eye and 
so we survey the property for the 
little defects, knowing full well 
that these defects mav readily 


catch the eve of the prospective 
purchase 

We are thus prepared for his 
every reaction and are thus abl 
to minimize his objections or in 
form him how thev may readily be 
cured. We thus know evervthing 
that there is to know about the 











Ewrnc GaLtoway Pxrotos 


Measure the rooms of the house you have to sell. Then fit him and his furniture 


into that house . 


property which we hope to sell. 
Some brokers go even farther. They 
carry along an and when 
they come to the serially numbered 
cquipment, they reach down, scrub 
off the serial number and note it 
down. When the owner accompa 
nies the broker on his inspection 
trip, this usually provokes the ques 
tion, “What are vou doing there?” 
The answer: “I'm taking off the 
serial number of this fixture so 
that I can determine its exact age. 
You know we frequently have the 
objection raised that certain equip 
ment is partially worn out. [I can 
thus assure my customer how many 
fixture has had and 
many vears of use he may an 
ticipate remains.” 


craser 


vears of use the 
how 


This is getting factual informa 
tion that can not be challenged by 
the purchaser. But it goes a step 
farther. It convinces the owner 
that we are ecnuinely endeavoring 
to inform ourselves of everything 
there is to be known about the 
property and when we later bring 
him an offer, which in all proba 
bility will be less than his listing 
price, he knows that we know 
everything that is to be known 
about the property, and when we 
suggest that he accept our offer, he 


will probably entertain our sug 
gestion with respect. 
e + 
Marketable Listings 
ma 


OW to get listings at a 
| ketable pric 

ous and important question, Every 
one is still reaching up into the 


Phat is a seri 


. . Let him think, let him talk .. . Let him mentally note features 


clouds hoping to benefit at the 
maximum of the lush market olf 
the last several vears. We. tell 
them we cannot blame them for 
endeavoring to get the maxi 
mum price for their house but 
we also tell them that to place the 
price too high will result only in 
pricing the property out of the 
market so that it is impossible to 
generate even that initial interest 
necessary to persuade the customer 
that he should look at and consider 
the property. We tell them 
that when the broker quotes an 
extravagant price, clearly beyond 
the bounds of reason, it makes him 
ridiculous and that care 
fully nurtured confidence so neces 
sarv to be maintained in the mind 
of the buver. And then we use a 
homely illustration, “If want 
to catch mice, you've got to put the 
bait within smelling distance.” 
How many times does someone 
in your organization attempt to in 
terest a customer mm a property 
which he himself has never scen? 
Take a poll of your organization 
and include vourself. You'll be sur 
prised and you'll find that some of 
vour staff attempt to remember the 
property from vears back. 
Others rely only on the informa 
tion contained in the listing. Now 
I maintain that no one can do an 
intelligent job of attempting to in 
terest a property un 
less he freshly in) mind every 
detail concerning that property 
Many brokers insist that cach 
salesman in their organization view 
the propertw’ immediately after it 


also 


cle Stroys 


you 


several 


customers in 
has 
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is listed. In the case of the medium- 
size and large organizations, in 01 
der to relieve the owner of the 
trouble of several preliminary in 
spections of the property but for 
far more important reasons of in- 
suring that everyone in the organi 
zation actually does see the proper- 
ty, arrangements are made for regu 
lar weekly inspection tours. At this 
time the entire sales force proceeds 
in a body to each property listed 
during the previous week and 
makes a thorough inspection. Each 
salesman notes from his inspection 
his personal opinion of the present 
market price of the property. On 
the next day the members of that 
sales organization meet in confer 
ence and discuss their opinion as 
to the market price and compare 
them with the estimate of actual 
value determined by survey. 

Out of this conference results an 
estimate by the organization of the 
probable price at which this prop 
erty mav be marketed in the day’s 
market. The results of this con 
ference and the computation at 
rived at by the survey are reported 
to the owner who thus is appraised 
of some of the probable difficulties 
which stand in the wav of a sale. 
If his price is too high, and it 
probably is, seed is thus sown for 
the submission of an offer at 
than his listed price. 


less 


Getting Their Name 


OW we have our preliminary 
L work done. We have our mer 
chandise on the shelves. What 
about the customer? The first con 
tact of course is with the girl who 
answers your telephone. What does 
she say to the caller who rings be 
fore you are down in the morning? 
Does she answer, “Naw, he ain't 
down vet?” If she does, kill her o1 
cure her. Perhaps you were out un 
til midnight working on an im 
portant deal. There is every rea 
son why vou need a little rest in 
the morning. But the person who 
rings vour telephone doesn’t know 
that. She thinks vou were out all 
night drinking and playing poker 
and that you are a lazv louse any 
how while she, poor woman, has 
been up since early morning, get 
ting the kids scrubbed, breakfasted, 
and off to school. Have your girl 
say, “I'm sorry, but he’s not in just 
now. Mav'I have him call vou when 
he returns?” 

But the most important factor is 
in your hands or in the hands of 
youn You 
tised for one specific purpose. 


sales loree. have adver 


is to contact a prospect whom you 
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Getting the Inquirer's Name 


realtors of 

finding that they get the name of the person who telephones 
in to inquire about an advertised property, by having the salesman 
answer the phone, “Hello, Jones speaking.” 

“Since we have used this method,” C. R. Walstrom, sales man 
ager, says, “we have almost eliminated the problem of establishing 
the prospect's identity. I would guess that we get his name nine 
times out of ten now. It’s like shaking hands with a man. When you 
sav, ‘Mv name’s Walstrom, how are you?’ you invite him to intro 
duce himself. We are introducing ourselves by telephone.” 


Portland, Oregon, are 








may be able, by salesmanship, to 
interest in some property which 
vou have for sale. So you want to 
find out who's calling and what his 
address is. And he doesn’t want to 
tell you. He doesn’t know you yet 
and he’s afraid that you're one of 
those chaps who is interested only 
in making a commission and that 
you don’t give a darn whether o1 
not what you unload on him will 
fit his needs, or if his pocketbook 
is able to carry the load. 

And so he says, “I'd just like to 
drive by and see whether er not I 
might be interested. Give me the 
number of the property.” We ou 
selves have been responsible in the 
last few lush years for a great in 
crease in that “drive by” procedure. 
Many brokers, either because they 
were under great pressure, or be 
cause things were coming so casy 
that they didn’t have to work any 
how, have suggested to the pros 
pect, “Why don’t you drive by and 
then if you're interested, come in 
and see me and I'll see whether 
we can get it for you.” 

Well, that mail ordet 
salesmanship isn't going to do the 
job from here on. So il we are go 
ing to exercise our art of salesman 
ship, we have to become acquainted 
with the customer and to do that 
we have to get his name and where 
he lives. Oh, I know what we used 
to do. When the customer called up 
and asked for the number of the 
property which we were advertis 
ing, we didn’t answer, we asked a 
question ourselves. Frequently our 
question was a rude, “Who is 
this?”, forgetting even to add a 
“please.” The question and the 
tone of our voice betrayed our 
thoughts, “I know you, you so-and 
so. You want to get the number of 
this house so you can go and talk 
to the owner and buy it behind my 
back, steal my commission.” 

Now if you had invited me to 
your house to spend the evening, 
you might just as well greet me 
by slapping me across the face, and 


sort ol 
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saving, “What do you want?” 
You've invited this customer to 
ring your telephone. When you 


fail to answer his civil questions 
which you've invited him to make, 
you're slapping his face. Oh, but 
if vou give him the answer, he'll 
say, “Thank you,” and hang up 
and then vour advertisement is lost 
and you have failed to make the 
contact so essential to the initiation 
of your sales effort. And so we an 
swer the question which we've in- 
vited him to ask, but only partially. 

And we say, “Oh, ves, that’s out 
on the southwest side.” We've ful 
filed our obligation. We've an 


swered the invited question and 


now before he can follow with a 
second question, its our turn and 
friendly 
manner, “Who is this, please?” Be 


vou have 


we say in an interested, 


not invited distrust 
by distrusting him and have dis 


cause 


plaved interest and friendliness, he 
usually answers. 

Sometimes he'll say his name ts 
“Smith,” but don’t display your dis 
trust by saying “What Smith?” Say, 
ves, Mr. Smith, that’s on 16th Ave 
Southwest and where are 


nuc you 
living now Mr. Smith?”, with a ris 
ing inflection of friendly interest. 
And he will usually tell you, at 
least the street on which he lives 
and then you locate the home in 


relation to the home which you 


have to sell and the home in which 
he now lives, east, west, north o1 
south, nearby or across town. And 


because you are orienting the in 


quired of property to his own resi 


dence, you may then inquire, 

“What number are you living at, 

Mr. Smith?” And he'll tell you 
You now have that coveted 


thing, his name and address, and 
you may now answer his first ques 
tion. Say, “Would you like to have 





When he says, “I want to think it over,” you should help him think it over. Say, 


“Now you've seen several houses. Let’s look at 
needs.” 


memory on how well it fits your 
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this house again and refresh your 
Now correct any erroneous impressions 


w 
wt 









































Now is the time to calm your beating heart. Discuss each detail as you write it down. 
Read it over to yourself. Re-write it if necessary. Have him read it over thoroughly 


the number of the property, Mr. 
Smith?”, and then give it to him. 
You have now that for which you 
spent your advertising money, his 
name and his address. Better still, 
you've established a friendly con 
tact. He feels that you're human. 
When you next say, “Mr. Smith, 
I have a number of other proper 
tics on the list, some of which might 
meet your needs, but before I can 
discuss them intelligently with vou, 
screen out those which clearly 
wouldn't suit you, I need to know 
more about your requirements. I'd 
like to find just the property that 
will exactly fit your needs. Won't 
vou let me come out to your home 
and talk to you and your wife? I'll 
bring my listing book and we'll 
discuss what I have and what you 
need and I can thus intelligently 
determine the properties that are 
worthy of your inspection. ‘That 
will save a lot of time for you and 
avoid the confusion of showing you 
a lot of properties that are entirely 
unsuitable anyhow.” You thus 
make that important and necessary 
apporntnment to secure the pre 
liminary information so essential 
as vour guide betore you. start 
showing the prospect: property 


36 





A Customer for Everything 


\ ANY real estate men who are 
so inept or so indolent as to 
fail to get this preliminary and 
necessary information wail, “How 
can I tell what the customer wants? 
He said he wouldn't have anything 
but a bungalow, a new one, and 
he bought an old two story house. 
I swear the customer never honest 
ly tells you what he wants!” Of 
course he doesn’t because he doesn't 
know himself. It's up to you with 
your knowledge and skill to find 
out what he wants and tell him. 
How can you tell what he wants? 
I'll tell you. Put on his shoes, 
marry his wife, become the father 
of his children, think his thoughts, 
be him, then you'll know what he 
wants and that which will best 
serve his needs. There’s an old doc 
trine of salesmanship. That is, mak 
ing the customer want that which 
vou have tor sale. I don’t think 
that’s salesmanship in the real es 
tate business. I thik real estate 
salesmanship is making the cus 
tomer want what will serve him 
best. Your desire to make a sale 
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must give way to the customers 
betterment. 

Phere is a customer for every 
thing. Perhaps the property is on 
that vou wouldn't be tound dead 
in. If you have carefully appraised 
your customer's needs and viewed 
the property through his eyes, you 
may find here the ideal property 
to fit his needs and his capacities 
to own. Salesmanship begins when 
the customer says, “No.” ‘Too many 
salesmen exclaim, in a burst of re 
lief, “Thank God, there’s another 
deal closed.” 

I read once in a national maga 
zine of a very successful man 
successful in his chosen profession. 
For many vears he had lived at the 
best hotel, was a member of the 
best clubs, was seen in all the hot 
test night spots and generally en 
joved life. He had a fixed policy, 
thoroughness. Spent days, weeks, 
sometimes months, before attempt 
ing a job. He was a second story 
man and it was only when he r« 
laxed temporarily his policy ol 
thoroughness that the law caught 
up with him. 

The second story man only hop 
ed to purloin the family. silver, 
or pick up the loose change that 
was around the house. You are at 
tempting to get your customer to 
invest his entire life’s savings or to 
assume an obligation that may re 
quire years of effort to discharge. 
How much more important, ther 
fore, is it that vou analyze your 
prospect, that you get his conf 
dence, that vou convince him that 
vou don’t have two horns and a 
tail but that vou are genuinely con 
cerned as to how vou can serve him 
best. 


Ability to Pay 


NE of the first things that a real 

estate man must know about 
his prospective customer is how 
much he earns because the rate of 
his earnings determines the maxi 
mum amount which he should in 
vest in a home and to a large de 
gree the social strata to which he 
belongs. If the purchase will re 
quire some sort of financing, and 
most of them do, it is worse than 
useless to show a man a property 
beyond his financial capacity. That 
is to say, if the prospect earns $2000 
a vear, he can't finance a $10,000 
house. The rule employed by many 
lending institutions that a man 
should not own a house that costs 
more than 3% years gross income is 
a good one for real estate salesmen 
to remember. 
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You make a man want a house 
that is beyond his financial ca- 
pacity and what happens? He goes 
to the financial institution to get 
a loan. The first question they'll 
ask hin is how much do you earn? 
And when the lending institution 
finds that the purchase would be 
financially burdensome to the pro 
spective borrower, they won't tell 
him that. Oh, no. Vhey won't in 
cur his displeasure by telling him 
he’s not a good risk. Instead they 
will blame the property and say, 
“We wouldn't loan vou that much 
on that property.” 


That throws the ball right. back 
in your lap. He immediately con 
cludes that you have been trying 
to hang something on to him that 
is badly overpriced. So you fume 
and tuss and savy, “That blankety 
blank banker he won't loan on 
anything but gold dollars for s« 
curity. And he doesn’t know what 
real estate is worth anvhow.” Put 
the blame where it belongs 
right on your shoulders because 
you should have so informed your 
self in the first place that you 
would not have made the custome) 
want that which he did not have 
the ability to own. And what els« 
have you done? You've given the 
prospect a champagne appetite 
when he had a beer pocketbook 
and the chances are that you neve 
will sell him anything. 


Then you've got to find out how 
much equity money he has avail 
able. And some real estate men in 
quire brashly, “How much have 
you got to pay down?” Then the 
customer shrivels up into his shoes 
and says weakly, “Well that de 
pends upon the property.” It 
doesn’t depend upon the property 
at all. He has just so much regard 
less of the property. But the nature 
of your inquiry is such that he 
thinks if he discloses that he has 
only $2000 to pay down that we 
will think he is a sort of a worth 
less pauper. Instead we ask, “How 
much would you like to pay down?” 
The implication being that he has 
barrels and barrels of money down 
cellar and it is only a question of 
choice with him. Then he will 
proudly proclaim, “Why I want to 
put $2000 down.” Now until you 
know these two things, how much 
he earns, how much equity money 
he has to invest, you are wasting 
much of your time and of your ef- 
fort in trying to interest him in a 
home which, after all, he may not 
have the capacity to own. 


And then there are other things 
that we must know about the 


customer. Where does he work? 
That determines not only his social 
standing but will determine in 
great degree that part of town 
which will be most desirable to 
him. You need to know the size of 
his family; whether or not any of 
the children are employed and 
where; you need to know their age 
and sex because that determines 
the size of house which will fit 
their needs; you need to know the 
social aspirations; the church of 
their preference, and such other 
intimate details of their home life 
as will be influential in their choice 
of a home. Then when vou have 
that sort ef information, you can 
intelligently relate a prospective 
new home to their needs and de 
sires. 








John J. Wagner, author of this 
article, has been an active force in 
the National Association of Real 
Estate Boards. President of Tait & 
Wagner, realtors of Cedar Rapids, 
Iowa, Mr. Wagner served as presi- 
dent of the Brokers Institute in °48 











Showing the Property 


Now how best to create the de 
| sire to own the home which 
fits the customer's needs. That 
means showing him the property. 
It has been many times said that 
the first impression is the lasting 
one. Therefore, if vou are to ex 
cite interest and create desire for 
the home the approach is of im 
portance. Certainly the custome 
is going to live in the home but 
he is also going to live in the neigh 
borhood, so he is interested in the 
neighborhood surroundings. He'd 
like to live among homes that are 
a credit to his station in life, a 
district of which he can be proud, 
one of which his friends may possi 
bly be envious. He is even more 
interested in the neighbors because 
those are the people with whom 
he is to associate. Theirs are the 
children with which his children 
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will grow up. So besides pointing 
out creditable homes in the neigh 
borhood or in the path of approach, 
tell him who his neighbors will be, 
particularly if they are people of 
whom he knows, people at or above 
his station in life but not too fai 
above, people who are similarly 
employed or who have similar so 
cial and religious aspirations. Peo 
ple live in and become a part ol a 
neighborhood. They are not happy 
if the neighborhood is alien to 
their plane of living. 


I had this well illustrated by a 
family with whom we had done a 
great deal of business. We had 
bought and sold for them sev 
eral times. They had prospel 
ed. Finally we sold them a hom«e 
in a very nice neighborhood. It 
was clearly an achievement far 
beyond their previous scale of liv 
ing. ‘They expressed happiness as 
they said, “This is the kind of a 
home we have always wanted. This 
is the kind of a neighborhood we 
have alwavs desired. We're fixed 
for life. We're never going to move 
again.” In a matter of weeks they 
were back, listing the home for 
sale. I said, “How come? You told 
me this was to be your home for 
the rest of your life.” And they 
said, “No, we're not happy there 
We find we don’t belong in that 
community. They're not our kind 
of people. We want to sell out and 
get back to the more modest neigh 
borhood among friends of our own 


kind.” 


Now when you are showing the 
property, it is important that YOL 
do the showing. Some owners, 
proud of their homes, like to take 
charge and show the custome 
through and tell him all about the 
fine points of the property. But 
vou are the one who has made a 
study of the customer's needs and 
desires. You are the person, you 
are the ONLY person, who knows 
thoroughly and completely — the 
points which should be pointed 
out to the customer if his interest 
is to be aroused and cultivated in 
to desire. 


And in showing the property, 
point out the bad points, as well 
as the good. He's going to see the 
bad points anyhow and if you fail 
to point them out or seek to direct 
his attentions elsewhere, the car« 
fully nurtured confidence which 
you have been building up in his 
mind will be blighted and he can 
only conclude that vou are trying 
to mislead him or pull the wool 
over his eves. But when you point 
out the bad points, vou minimis 











Salesmen of Tait & Wagner fill out a prospect card on making their first contact 
with a prospect. It folds like a miniature correspondence folder, to size 6 inches by 
4 inches, bearing the names of prospect and salesman on exposed tab. Salesman enters 
as much information as possible: prospect’s name, address, telephone number, place 
of employment, amount he will pay for a home, down payment and monthly pay- 
ment, and other details. Within five days salesman contacts prospect, files final report 


them. You show him you are not 
afraid of them, and when you in 
telligently point out the cure or 
point out the overbalancing good 
points, the effect of the bad points 
evaporates. Especially is this true 
if vou have enumerated the 
ol the bad points before vou show 


worst 


the property, before vou point out 
the bad points. Then when he sees 
just what you have been talking 
about. he finds them far less im 
portant than he had anticipated. 


I once heard of a brilliant sales 
man. He was a VERY brilliant 
salesman. He proclaimed the fact 
He had for sale a vacant house. 
You know we used to have vacant 
houses and we'll have them again 
sometime and not too far awav.) 
This old house in rather 
poor condition. The basement was 
badly infested with rats. Whenever 
he tried to show the house and took 
his customer down in the basement, 
the rats would scurry back and 
forth across the basement floor and 
customer 


Was an 


of course the 
evusted 


was dis 
Lhe salesman decided to de 


omething about it. He went and 


got some empty 5-gallon oil cans 
and placed them on the cella 
tairs just inside the door. Then 


when he pushed open the cella 
to go down cellar, the cans 
would go clackety-clack down the 
stairs to the basement floor, the 
rats would hurry to then 
and when he got down there, no 
sien of rats. Oh, he was a brilliant 


doo1 


homes 
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salesman! No, I don’t think so. ‘The 
customer who bought that house 
found out sadly that the day it was 
him there may have 
no tour-legged rats in the basement 
but there certainly 
ged one and he never failed there 
after to tell his friends and cvery 
one who would listen. How 
better had the 
that his owner clean up the place. 
If he couldn't get the owner to do 
it, Why not buy a quarter's worth 
ol rat and get rid of the 
rats or else relusc to 
property at all? 


shown been 


was a two-leg 


much 


salesman insisted 


potson 
show — the 


Your customer is 1 to live 
in this house. It’s dithicult for him 
to see just how it will appear when 
he has taken possession. So fit him 
and his furniture into the 
Show him where the davenport 
could be placed; where that big 
arm chair would be, how the bed 
will fit his twin Thus 
he visualizes himsell 


o 
VOL 


house. 


room beds. 
as already in 
possession of the property with his 
own things around him. He = sces 
himself sitting in his favorite chan 


in that well lighted corner. It’s al 


ready home to him 

Many real estate men scem to 
think that they have to talk all the 
time. They have to be telling the 


customer something about the 


house. Let him look at it. Let him 
have a litthe mental treedom = in 
order that he can mentally note 
those things which will interest 
him. Watch his eve. Note the 
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things on which his eve lingers be 
cause those are the things which 
interest him ane which are being 
fixed in’ his Lhereatter 
vou can restress things in 
vou talk and relresh his 
memory and reemphasize his in 
terest in the property. 

Above all, get him to talk. You 
want to know what's going on in 
side of that head ot his. You'll 
never find out if you do all the 
talking. You know when the old 
tom cat is sitting at the mousehole 
to collect his daily rations, he 
doesn’t purr, he just sits there and 
looks and listens. That gets results. 
It the house is finely finished, rub 
your hand over the woodwork, re 
mark how well finished it is. It 
later he brings back other mem 
bers of the family to see the house, 
you'll find he will imitate you. He 
will call their attention to the 
woodwork and he'll place his hand 
on almost the identical spot where 
you placed yours and comment on 
how well finished is the woodwork. 


MCMIOTY. 
thos 


sales 


Help Him Compare 


i THINK generally we are al 

flicted with impatience. We ex 
pect the customer to make up his 
mind right now. That may be a 
particular failing right now be 

cause we have been through thes« 
lush times when the customer had 
to make up his mind instantly. But 
the customer is making a serious 
decision one that will affect his 
entire lifetime. This unquestion 
ably is the best possible house for 
his needs but he know it 
ind he’s not entirely convinced 
that vou do. So vou get 
him othe comparison, 
n order that he can explore the 


doesn't 


to show 


houses for 


market and determine for himselt 
that this is in fact the best possi 
ble house to fit his needs. And il 
vou fail to give him these reason 


able comparisons, he’s going to fail 
to ect them. He'll go to vour com 
petitor with the possible result that 
the competitor will get the sale 

all times be 


We must at cautious 


that not only do we sav the right 
words but that by these words we 
create the right’ impression. And 


that the 


wrong 


find 
s getting the 
the wrong understanding of what 


when we custome. 


in pre SSLON, 


we are saving, we must quickly con 
rect it. This is especially true, if as 
is hi quently the case, his impres 


to the Yes, 
its a real Opportunity in salesman 
hip because by correcting any e1 
that 
build 


sion Is tavorabl cause. 


would 
higher 


roncous 
flavor 


imi pre SSIOnNS 


our cause, Wwe 
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the pedestal of confidence so that 
the customer says, “Here is a man 
who will not take advantage but 
is honestly and sincerely determin 
ed that I shall understand the 
truth.” It is not what we say but 
the impressions we create that are 
really important. 


Suggest a New Angle 


oN many times have vou felt 
that vou had to make some 
excuse when you wanted to follow 
up your prospective customer? So 
you sat and stewed and finally vou 
decided that you would just sneak 
up on him. You went down to his 
place of business and said, “I was 
just down this way and thought 
I'd see whether or not vou had 
thought any more about that deal 
we were talking about.” He's busy. 
He doesn't welcome your interrup 
tion. If you haven't got something 
important to say, he'd rather not 
see vou. 

How much better to say, “I was 
thinking about that deal of yours. 
I had a new idea gn it. I wanted to 
tell vou about it, give vou a chance 
to think it over. So I made a spe- 
cial trip down here just to see you 
and tell you about this new angle.” 
Of course he'll stop what he’s do- 
ing and listen because vou have 
been thinking about him. You've 
been doing something constructive 
to help him reach a conclusion. 

Even the best of us are thought 
less in the use of words. I was at 
the desk of an excellent salesman 
one day listening to his conversa 
tion with an owner. The owner's 
price was high and terms were stiff. 
Phe property wasn’t selling and he 
was trying to get the owner to 
make a better deal so these were 
his words, “Mrs. Jones, if vou would 
make more meagre terms...” Mea 
gre, insufficient, dangerous, haz 
ardous of course she wouldn't 
make more meagre terms. What he 
meant to sav was, “If vou would 
make more attractive terms.” This 
good salesman didn’t make many 
mistakes but the use of one wrong 
word effectively barred the favor 
able action which he hoped to 
accomplish. 

Now you've shown the property. 
The customer wants it. It fits his 
needs. He has the capacity to own 
it. And he wants to think it over 
He doesn't want to decide right 
now. T think he should think it 
over. This is an important transac 
tion involving his entire life's sav 
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ings or many vears of thrifty living 
in order to complete the payments. 
Unfortunately in the last vear o1 
two he hasn't been able to think 
it over, because when he did some 
other person bought the property. 
But it’s different now and when he 
wants to think it over, I think we 
should approve. I don’t mean we 
should let him get away. We should 
help him think it over. Let's say 
to him, “Now you've seen several 
I think you ought to go 
and look at this house again in o1 
der that you can refresh your 
memory just how well it 
fits vour needs.” You've done two 
things. You've shown him that you 
want him to give full considera- 
tion and that you're not afraid 
that when he looks at the property 


houses. 


and sec 


again, he'll find something that 
doesn't suit him. 
And then he wants to offer less 


than your price. If your listing is 
a good one, perhaps you know that 
not a dime less will buy it, but he 
doesn’t know that. Regardless of 
how much confidence he has in 
what you say, he may feel that per- 
haps you don’t know it either. So 
I think it’s the customer's privilege 
to explore the market, to determine 
for himself the price which you 
quote is in fact the least dollars 
that will buy the property. And so 
we tell him we will take his offer 
even though in the same breath we 
assure him that the owner will not 
accept it. Then when the owne 
turns it down, we've got to get the 
offer up. 

Oh, I know he’s been indulging 
in wishful thinking and he thinks 
because vou took the offer in the 
first place that you are reasonably 
certain that the deal will go 
through. Now when you come back 
and tell him that what you prophe 


sicd is true, that the owner won't 
take it, he’s keenly disappointed 
and he doesn’t want to raise his 


bid. You've got to get $500 more. 
You ask for a $500 raise? No. That's 
important money and so vou say 
to him, “Mr. Smith, this house fits 
vour needs. Your wife likes it. The 
children love it. You'll be among 
the kind of people with whom you 
like to associate. But vou can't buy 
it at the price you've bid. If you 
want it, it's going to cost you three 
cigarets a day more to own it.” The 
price of three cigarets represents 
the interest on the additional pur 
chase price which he must invest 
Is he going to deny his family this 
home which pleases them so well 
he mav smoke three more 
cigarets per day? Certainly not 


so that 
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Closing the Sale 


TOW the customer has decided 

he wants the house. All that 
remains is to write up the con 
tract and it is at this point that 
many real estate men get buck 
fever. The victory is in their grasp. 
Thev fear that lightning will strike 
or the earth will open up and de 
feat their victory before it can be 
made secure. They break out in a 
cold sweat, their hands tremble and 
the customer can not fail to see 
that they are afraid and the cus 
tomer is puzzled. The fear is trans 
mitted to him and he begins to 
wonder if he has made a mistake. 





“Should I think it over some 
more?” 
Relax, lean back in your chair, 


take a deep breath, still your beat 
ing heart. You've done an honest 
and thorough job and you've done 
it well. Sit down calmly to prepare 


vour offer. Discuss with the cus 
tomer each detail as vou write it 
down. Watch his eves and see that 


he understands and assents. Ex 
press every condition clearly so 
that there mav be no misunder 
standing. Then after you have com 
pleted the document, lean back 
again, read it over carefully your 
self. If you see any needed clarifi 
cations say, “I didn’t express this 
quite clearly. I must correct it.” 
And do so. Perhaps you may find 
that the entire paper should be re 
written. Don’t hesitate . Sav so. 
Clear it up. Say, “I must rewrite 
this to express it more clearly.” 
And don’t be scared. The 
tomer sees that vou are calm and 
collected, that vou have an earnest 
determination, that the paper 
which vou are going to ask him to 
sign shall fully and completely ex 
intent, and when 
finally pass it over to him, so com 
ple t¢ 


cus 


press his you 
is his confidence that in mans 
cases he will reach for the pen 
without reading it. Don't let him 
sign it vet. Sav, “No, T want vou to 
read it over thoroughly. IT want to 
be certain that I have fully. set 
forth vour understanding.” And 
when he has read it through and 
sees that it so thoroughly and com 
pletely expresses his purchas 
posal, he'll take the pen and 
his signature on the dotted 
and vou've now reached the 
when can think about 
commission because it is vours and 


pro 
put 
linc 
time 
vou vou 


vou've carned it well 





Watch the June issue of the Journal 
for the first in a series of selling 
articles by Earl B. Teckemeyer. 

















Exterior 
l.Is the condition of the front and rear lawns bad, fair 
or good? 


2.Do you keep the shrubbery and lawns properly cut and 
trimmed ? 

3. 1f there is a lawn fence, are there any loose wires, and 
are the posts in good condition and painted? 

4. Do you keep loose papers and leaves and rubbish cleaned 
up on lawn and around the front, rear and sides of the 
building ? 


>. If there are flower beds or urns, do you keep them 
properly watered, weeded, etc.? 
6. Are there any dead limbs on trees? 


7. What condition are the sidewalks in to and around the 
building ? 

8. Are sidewalks broken or sunk so that in places pools of 
water will stand? 

9. In regard to cement flashings from the walks to water 
table are there any broken away? 

10. Are there any broken curbs? 


Brick and Stone 


11. Does the front of the building need cleaning? 

12. Does the building need tuck pointing? 

13. In what condition is the coping? 

14. Are the brick chimneys in need of pointing? 

15. Do you keep the lower part of the walls clean such as 
washing off chalk marks, etc.? 


Window Openings 


16. Are the sashes and frames in need of paint? 
17. Does the building need caulking? 
18. Do the windows and doors need weather strips? 


Entrance Doors and Kick Plates 

19.Do you keep the glass in entrance and vestibule doors 
washed, and how often do you wash them? 

20. Do the door checks on the entrance and vestibule doors 
work properly and do they squeak? 

21. Are there any loose door knobs on any door? 

22. Do the front doors require a new coat of varnish or re- 
finishing ? 

23. Are the kick plates and mail boxes in good condition 
and polished, and how often do you polish them? 

24. Are the street numbers in good shape? 


Door Signs 


25. Are the door signs made out neatly and are they kept 
clean and changed frequently? 


Rear Porches 

26. Do they need repairs? 

27. What is the condition of the paint? 

28. How often do you sweep these porches down? 

29. How often do you hose them down (weather permitting) ? 

30.Do you wash out the garbage pails with hot water 
regularly? 

31. Is there an accumulation of rubbish, old lumber, sweep- 
ings, ete., under any porches or areaways and how often 
do you clean under the rear porches and areaways? 

32. In what condition are the gutters and downspouts? 

33. Is the roof in good shape and are there any bare spots 
or cracks and are the flashings in good condition? 

34. Does the metal framework of the skylights need paint or 
repair? 

35. Are there any cracked or broken lights in the skylight? 

36. How often do you wash the glass in the skylight? 

37. Are there any radio aerials on the roof? Are there any 
aerial lead in wires dangling in front of the building? 
38. If there are light courts or shafts do they require white- 

washing ? 

39. Are there any papers or rubbish at the bottom of these 
shafts? 

40. If any, in what condition are the metal cornices? 

$1. Do the rear or side fences need repair or paint? 

2.1f there are any private garages do the roofs, gutters, 
woodwork or doors need repairs? 


Basement 
(Laundries) 
43. How often do you sweep the floors in the laundries? 
44. Do you hose them at least twice a month? 
15. Do the walls and ceilings of the laundries and basement 
need replaster? 
46. Need whitewash? 
47. Are the laundry stoves clean? 
48. Do they need paint? 
19. Are there any leaky tub faucets? 
50. If there are any toilet rooms in the laundries, how often 
do you clean them? 
51. Is there any escape of sewer gas in the basement? 
52. Do the catch basins need cleaning? 
(Boiler Room) 


53. Is there any accumulation of rubbish or junk in the base- 
ment? 


54. Have you anything stored on the steam or water pipes? 

55. Is there any rubbish in any other part of the basement? 

36. Do you sweep clean and hose at least once a week in the 
boiler room? 














10 


A Property Manager’s Questionnaire 
for Apartment Janitors 


This questionnaire, devised some years ago by a Chicago property manager for use among 


his own apartment building janitors, has never been improved upon, so far as we know. Its 


language is simple and understandable, the information that it asks is pertinent and easily 


obtainable, the conclusions that it leads to are direct and logical. If you have your janitors 


read this list of questions, they are certain to learn something about good operation even 


before they try to supply any answers about their particular buildings. And a perusal of this 


list may recall a point or two now escaping the attention of experienced property managers 
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57. Do you allow coal to lie around the floor in the boiler 
room or do you sweep it back in the coal pile? 

58. Do you allow wood to accumulate in the boiler room? 

59. Are there any combustible articles allowed in the boiler 
room ? 

60. De you burn your garbage immediately after collecting 
each day? 

61. Do you allow garbage to accumulate in the boiler room? 


(Boiler) 

62. Are the flues in the boiler kept clean? Are there any 
leaky tubes, valves, diaphragms, and flange unions? 

63. In what condition are the grates? 

64. Is there an accumulation of ashes in the pit? 

65. Is there any pointing necessary on the brick work? 

66. During the summer months, is the boiler thoroughly 
washed out and combustion chambers cleaned? 

(Hot Water Heater) 

67. Are there any leaks in the heater? 

68.Is there an accumulation of ashes in the pit of the 
heater? 

69. Are there any leaks in the hot water tank? 

70. What is the condition of the asbestos, if any, covering 
the pipes? 

(Fuel) 

71. Are you getting a good grade of fuel? 

72. Do you have any trouble with the fuel? 

73. Is there any old furniture, trunks, boxes, etc., or any- 
thing belonging to the tenants in the basement other 
than in the locker rooms? 

74. What time do you bank the fires at night in heating 
season? 

75. Do you get any complaints from tenants about the lack 
of heat or hot water? 

(Windows) 

76. How often do you wash the basement windows? 

77. Is there any broken glass in the basement windows? 

78. Are there any mesh wire screens for your basement 
windows? 

(Refrigeration Units If Any) 

79. 1f there is a refrigerator unit in the building, are the 
motors oiled and greased regularly? 

80. Are the refrigerator units placed in a locked room, 
removed from coal dust and dirt and are they accessible 
to outsiders? 

81. Are there any old ice boxes, gas, lighting or plumbing 
fixtures in the basement? 

82.Do you keep the basement doors and windows securely 
locked ? 

83. Do you take the screens down in the Fall, wash them, 
rewire and repair them and paint and cover them so 
as to protect them from dust, etc.? 

Interior 

(Vestibules) 

84. How often do you clean the floors and steps of the 
vestibule ? 

85. Do the walls and ceiling of the vestibule need cleaning 
and decorating? What is the condition of the marble 
slabs, steps and risers of the vestibule? Do they need 
repair? 

86. 1s the door mat worn or frayed? Do you keep the 
vestibule doors clean and free from finger marks? 


(Mail Boxes) 


87. What is the condition of the mail boxes? Do they 
need repairs? 

88. Are these mail boxes old and dilapidated or are they 
the new Government boxes? 

89.Do you remove pencil markings from the walls or 


on the edges of the mail boxes? 


(Stair Hall) 

90. How often do you vacuum or clean the stair carpet? 

91. How often do you clean the woodwork so that it is 
clean and free from dust? 

92. Do the halls need redecorating? 

93. Do the stair carpets need relaying and cleaning? 

94. Are the stair carpets too badly 
relay ? 

95. Are there any cob webs around skylights? 

%. Do you remove if possible without spoiling the deco- 
rations, pencil marks from the walls in stair halls? 


worn to clean and 


(Rear Halls) 
97. If your building has a rear hall, how often do you 
wash and scrub the steps and landing? 
98. What is the condition of the paint or calcimine on the 
walls and ceilings of the rear halls? 


(Windows and Shades) 
99. How often do you wash the hall windows? Are 
clean now? 
100. Are the window shades in the hall windows clean and 
in good condition? Are they kept drawn evenly? 


they 


Window Signs 


101. Are the window For Rent signs dirty or soiled? 
102. Are these signs hanging squarely in the window so 
that they may be read easily from the street? 


Lights 
(Light Fixtures) 
103. What condition are the light fixtures in the vestibules 
and halls? 
104.Do you keep these fixtures 
dust and grime? 
105. Do you keep the halls properly lighted at night? 


washed and free from 


Access to Vacant Apartments 

106. Does the door sign direct prospective tenants clearly 
and correctly? 

107. Do you live in this building? 

108. If no, how far do you live from the building? 

109. Are prospective tenants directed to a tenant in the 
building or to the Agent or where do they get the 
eys? 

110. Are the keys properly tagged? 

111. When the apartment is vacated by tenant, do you get 
the keys? 

112.In vacant apartment do you keep the floors and win 
dow sills in a clean condition at all times? 

113.Do you remove from the apartment anything left by 
the previous tenant? 

114. How often do you wash and clean the toilet bowl, tub, 
lavatory and sink? 

115. Are there any leaky faucets or flush tanks in the vacant 
apartments? 

116. Is the gas range in a good clean condition and ready 
for immediate use? 

117. Is the gas range old, worn out and beyond repair? 

118. Do you wash the refrigerator inside and out? 

119. Are there any missing ranges or refrigerators in vacant 
apartments? If so, how many? 

120. If the exterminator has been at the vacant apartment, 
do you remove all traces of roach powder, etc., within 
a day or two? 

121. Has the apartment been decorated and ready to show 
prospective tenants? 

122. If the floor of the vacant apartment has been varnished, 
do you place building paper across the floors? Report 
here if in your opinion there is anything that should 
be removed from the apartment to make it more 
rentable. 

123. Report here your recommendations for the quick rent 
ing of the apartments. 

124. How many apartments vacant in the building now? 


125. What condition are the lighting or other fixtures in, 


in the vacant apartment? 
126. Have the window shades been cleaned and turned and 
rehung and worn out ones replaced with new? 
Are you in need of any supplies? 
28.Do you get prompt, efficient service from the janitor 
supply house? 
129. Have you any complaints, on any one of the mechanics 
who work in the building? 
130. Are you receiving full union scale janitor’s salary? 
131. If you occupy the janitor’s apartment in the building 
is it in good, clean, sanitary condition? 
132. What do the tenants in the building complain about 
most ? 
133.Do any of the 
Management, the 
building ? 
$4. How many dogs are there in the building? 
$5. Are there any undesirable tenants in the building? 


— 
oh 
on 


about the 
Maintenance of the 


tenants complain to you 
Agent. or the 
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One of the first major multi-storied structures to be equip- 


ped with panel heating is this Chicago apartment building 


ORE and more real estate 
\I builders are installing ra- 
diant heating systems in new apart- 
ment buildings as the public grows 
familiar with this efficient 
way of providing uniform, sunlike 
warmth. 

Radiant heating by means of 
radiators, baseboard units, panels, 


more 


or convectors is provided by a 
central boiler which heats water 
and sends it through piping to onc 
of these four types of distributors. 
Although a gravity system is theo- 
retically possible and has been 
tried in the past, the forced circu- 
lation hot water system is preferred 
because of its faster transmission of 





May, 1949 


NATIONAL 


RADIANT HEAT FOR 
MULTIPLE APARTMENTS 


As the public becomes more familiar with the 
principle of radiant heat, more and more real 
estate builders and property managers are in- 
stalling this type of heating system in new apart- 
ments. In this article, the author gives detailed 
information on how radiant heating — by means 
of radiators, baseboard units, panels, or convec- 


tors — can be used to give uniform temperature 


By W. W. BROOKS 


Plumbing and Heating Industries Bureau 


the heat from the boiler to the heat 
distributing units. 

Forced hot water systems are di 
vided into two types known as “in 
termittent” and “continuous” cil 
culation systems. In the intermit 
tent type, the water is circulated 
to the radiating surfaces by a small, 


inexpensively operated electric 
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pump. When the room thermostat 
calls for heat, the pump and burn 
cr start simultancously. ‘The pump 
rapidly circulates heated wate1 
through the system until the heat 
requirements are satisfied, where 
upon both burner and pump are 
stopped by the thermostat. 

A control valve in the supply 
main supplies the final touch to 
accurate heat control. Whenever 
the pump is not running, the valve 
automatically closes tightly, shut 
ting off gravity circulation and pre 
venting delivery of unwanted heat. 

In the continuous circulation 
type of system, the pump runs con- 
tinuously. Hot water from the boil- 
er is admitted into the circulating 
stream through a special valve in 
just the amounts necessary to off- 
set the building heat rhis 
type of system can be controlled 
either by a room thermostat or by 
an outdoor type of control which 
is actuated by outdoor tempera 
tures. 

Radiant heating is flexible. It 
may be fired by any type of fuel 
gas, oil, or coal, either manually on 
automatically. The overwhelming 
advantages of automatic heating 
will quickly convince the apart- 
ment owners that this type of fir 
ing is to be preferred over the 
manual way. 

Heart of the radiant heating sys- 


le SS. 


tem is the boiler. Here is where 
fuel is turned into heat and here is 
where efficiency counts most. A 
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poor boiler can skyrocket heating 
costs but a sound one can produce 
amazing results on the 
budget. 

In considering the purchase ol a 
boiler, the most important point to 
check is its capacity. Make sure that 
the boiler does not fall short of 
your maximum requirements, yet 
won't waste fuel by exceeding 
them. Insist upon having guaran 
teed capacity ratings. 

The popular conception of ra 
diant heating is that of concealed 
panels, but the three other ways to 
distribute radiant heat radia 
tors, convectors, and baseboards 
are equally practicable for mul 
tiple apartments. 

New radiators are 40° smaller 
than their bulky predecessors, yet 
give off just as much heat. Par 
ticularly gratifying from the point 
of view of decorators is the fact that 


smallest 


these radiators blend inconspicu 
ously and harmoniously with the 
finest furnishings. They may be 


left free standing away from. the 
wall or recessed in openings in the 
wall with or without a covering. 
There is enough variety in cover 
ings to adapt any kind of modern 
radiator to even the most unusual 
room decoration. One of the ad 
vantages of radiator systems is that 
when the thermostat shuts off the 


heat supply, the radiators do not 
cool immediately. Therefore, 
is a constant source of heat in the 
which compensates fot thre 
continual heat This tends t 
prevent the possible chilling etlect 


which might take place if the en 


there 


room 


loss 


tire source of heat were cut oll at 
once. 
Best location for the radiator is 


under a window where it can meet 
the incoming cold air and countei 
act any possibility of drafts. If th 
outside wall has a large window 
flanked by two smaller ones, place 


the radiator under the large win 
dow. 

Convectors are smooth, stream 
lined units which also fit in with 
modern room decoration. Convec 


tors are made with a removabl 
front, having an arched opening at 
the bottom and a erille at the 
Air enters the through 
the arched opening near the floor 
and is heated as it passes through 


the heating unit 


top 
CONVCCLO!I 


Belore entering 
the room through the upper grille, 
the warmed air heats the 
front, converting it to a 
heating panel. 

The front panel may be painted 


enclosure 
radiant 


to match any room color treatment, 
or the convector may be installed 
in the wall, allowing the panel to 


be painted or papered exactly like 


Three combined photos show one complete apartment with living room, dinette, two 
bedrooms, bath, kitchen. Fin-type radiation can be seen all around the outer edge, 
almost at the juncture of floor and wall, or ankle height, an ideal source for heat 
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TYPICAL FLOOR 


the rest of the room. While con 
vectors lend themselves readily to 
complete recessing in the wall, they 
may be free- standing or partially 
recessed. 

Radiant panels consist of pipe 
coils in walls, floors, or ceilings and 
can be heated by low temperature 
hot water, thus becoming radiant 
surfaces. This method of heating 
has aroused considerable interest 
in recent vears. Because of design 
problems, all installations should 
be done by qualified heating con 
tractors with experience in radiant 
panel work. Once installed, radiant 
panels are not capable of quick o1 
convenient changes since the heat 
ing surface is almost entirely in 
tegrated with the floor, wall, o1 
ceiling. 

Installations have been mainly 
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PLAN 


limited to floors and ceilings with 
wall panels used primarily tor sup 
plementary heating. 

As with radiators, convectors, 
and baseboards, panel heating is 
adaptable to zoning, or the split 
ting up of the heating system into 
sections according to each section's 
heating needs. Little additional 
equipment is needed for zoning. 
The flow of heated water to each 
zone is controlled by a thermo 
statically operated pump and con- 
trol valve. When heat is needed in 
any zone, the thermostat starts the 
pump in its respective circuit. The 
flow of water opens the control 
valve, permitting heated water to 
circulate through the zone piping. 
When the heat requirement is 
satisfied, the pump is stopped by 
the thermostat and the control 








Supply header with automatic control 
valves enables servicing individual apart- 
ments from central station in basement 


valve closes, preventing further cit 
culation. Greater operating econo 
my is obvious, since no fuel is 
wasted in supplying unnecessary 
heat to any apartment that might, 
for repairs or some other reason, be 
temporarily vacant. 

Baseboard heating units, the 
fourth means of distributing ra 
diant heat, are the latest develop 
ment in radiant heating systems 
and have been successfully installed 
in multiple apartment buildings. 

\ detailed story describing the 
history and types of baseboard 
heating units was published in the 
August, 1948, issue of the National 
Real Estate and Building Journal 
so we can limit the description of 
this unit to a few words in general. 
Fundamentally the baseboard heat 
ing setup is either (1) a hollow cast 
iron or steel unit resembling the 
conventional wooden baseboard, o1 
(2) a baseboard covering pipes with 
supplementary fins. Both types de- 
pend on forced circulation hot 
water from a central boiler for 
their heat. 

The first type of baseboard pro 
vides most of its heat by radiation; 
the other is predominantly a con 
vection type of heat distributor. 
Radiant baseboards or radiant base 
board panels are made of cast iron 
or steel. They are hollow units 
approximately as high as a con 
ventional wooden baseboard and 
as thick. Radiant baseboards or 
radiant panels are made in_ sec 
tions which can be assembled on 
the job to fit any space. 

The convection types are made 
of ferrous and non ferrous ma 
terials. In the ferrous group ar¢ 
those made of steel pipe with steel 
fins. In the non-ferrous classifica 
tion are those units made of copper 
tubing with copper fins. Also avail 
able are baseboard heating units 
made of copper pipe with alumi 
num fins. 
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Tests have shown that floor-to 
ceiling temperature differences are 
lowest with radiant baseboard heat- 
ing of any heating arrangement 
thus far known. Baseboard heating 
warms not only the occupants of 
the room and all other objects in 
it but also the walls and _ floors. 
This type of radiant heat is given 
| at ankle height and is an extreme- 
ly clean heat, causing no dirt pat- 
terns on walls or curtains even at 
the end of an entire heating sea- 
son including sub-zero weather. 

Automatic controls are the in- 
dispensable “brains” in maintain- 
ing proper fuel consumption, dis- 
tribution, and safety. Recent im- 
provements in automatic controls 
include the indoor-outdoor thermo- 
static arrangement which teams up 
hot water or steam heating so close- Piping doubles back on bedroom wall, is extended behind bathtub to dinette and 
ly with changes in the outside kitchen. Radiation is important in bathroom because of exact heating requirements 
weather that fluctuations of tem- 
perature inside can be anticipated. 

Both intermittent and continous 
hot water heating systems are well 
adapted to indirect heating of do- 
mestic water, summer and winter. 
Indirect heating of the domestic 
water is practical in a multiple 
i apartment building because of the 

ability of this method to have 
plenty of hot water always on hand 
for its almost constant use in an 
apartment type dwelling unit. 

Indirect water heaters in con- 
nection with automatically fired 
hot water and steam heating sys 
tems are fully able to meet the 
growing demand for hot water. 
The same boiler which supplies 
heat to the individual apartment 
also heats the domestic water. 
There are two types of indirect 











water heaters. The storage type Here is a 16-story apartment building just before the radiant panel floor coils are 
heats water which is stored in a covered. Forced hot water panel heating afford economy, inconspicuous appearance 
tank for use as needed during the 

day. 


The tankless type works on ex 
actly the same principal as_ the 
storage type. However, it has many 
more feet of metal coils than the 
storage type. The resulting longer 
travel of the domestic service water 
] through this extra length of tubing 
enables it to be heated simulta- 
neously as it is used in the home. 

It is, of course, possible to heat 
domestic water with a separate 
water heater, fueled by gas, oil, o1 








} electricity. If separate water heat 
} ers are preferred, make sure the 
i tank size is adequate for the hot 
water requirements of the apart- 
ment building. Often it is wise, if 
there is more than one boiler in the 
building, to have a separate hot 
water heater for each boiler, thus 
assuring a plentiful supply of hot This arrangement provides individual heat control, individual storage tank for 
' water for each tenant. domestic water. Automatic oil- and gasfired boilers require no daily attention 
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Should Property Managers Have 
Purchasing Departments? 


The Keyes Company of Miami, along with other established man- 
agers, believe that centralized purchasing is indispensable to their 
activities. The Journal asked this company to set forth the ad- 


vantages, after almost one year’s operation. Because property 


managers buy extensively for the modernization, maintenance 


and repair of the properties under their management, this article 


may suggest ideas to you on cutting costs through central buying 


LTHOUGH the final decision 
to centralize Keyes Company 
purchasing was not reached until 
mid-Summer of 1948, the convic 
tion had been growing through the 
post-war years that such an opera 
tion was rapidly becoming an in 
dispensable adjunct to our business. 
Several factors contributed to the 
opinion that the organization of a 
purchasing department should not 
longer be deferred. First, the vol 
ume and = diversification of ow 
purchases called for such a move. 
These had quickiy reached levels 
after the War which made it not 
only desirable, but practically im 
perative, to apply to our buying of 
goods and services the Keves theors 
of operation: “A specialist to do a 
specialized job.” 

Second consideration was the 
success of similar businesses utiliz 
ing the central purchasing idea 

Phirdly, it is a proven tact that 
centralized control of purchases ct 
fects a very considerable savings 
not only for the parent company, 
but for clients whose properties it 
Manages. 

In the fourth place, the Keves 
Company believed that a good cen 
tral purchasing operation would be 
a strong selling factor to property 
owners. 

We believe certain very definite 
benefits will accrue, and expect th 
lollowing will be effected 

1) Duplication of effort will be 
avoided. By relieving a score or so 
people of their secondary responsi 
bility (buving), we will make it 
possible tor them to concentrate 
fully on the assignments in which 
they are specialists and for which 
they are on the payroll. 


2) Standardization of equipment 


16 


and supplies will be encouraged. 
This is naturally not to be hoped 
for where several people are buy 
ing similar lines, but it is important 
to try to bring it about not only 
from a savings angle, but from the 
standpoint of the improved phys 
ical appearance and efficiency of 
the public areas and work spaces. 


3) A single point of contact ton 
vendors and company personne! 
will be provided for all matters re 
lating to procurement. The ad 
vantages of this are apparent. The 
fact that it will keep the Company 
informed of all new developments 
in goods and services is probably its 
most important contribution. 

1) Better prices and terms will 
be obtained. An obvious result of 
central purchasing is that fewer 
orders (but in greater volume) need 
be placed, and this will effect sav 
ings at the distributor's level that 
will be available to the user. 

>) Better vendor compliance 
with specifications will be secured. 


6) The handling of vendors’ in 
voices will be simplified, since all 
purchase orders will emanate from 
the purchasing department, and all 
INVOICES Proc ssed through the same 
deparunent will be uniformly 
handled. In this manner, loss of 
discount is avoided. 


7) Information regarding the 
outstanding obligations of varlous 
departments of the company will 
be more readily accessible. 


Phe responsibilities of our pur 
chasing department are: estimates 
should be obtained, specifications 
prepared, calls made for bids, tabu 
lation of bids compiled, and_ re 
ferred to department heads. After 
obtaining the necessary approval of 
the bids, purchase orders are filed. 


By ALEC SUTHERLAND 


Purchasing Agent, Keyes Company 
Miami, Florida 


On receipt of the supplies, the 
purchasing department examines 
them for correct: quantities, con 
formity to specification, and/or 
samples, and in the case of services, 
checks performance against specifi 
cations or drawings. 

It is the further responsibility of 
the purchasing department to a1 
range for and supervise the pick-up 
of our own goods sent out for re 
pair or processing, and for the 
return to the vendor of defective or 
not-as-ordered goods. 

Comparison of vendor's invoices 
with purchase orders for costs, dis 
counts, shipping terms, and quan 
tity is done by our purchasing de 
partment, as well as the approval 
of vendor's invoices for payment, 
and the forwarding of approved in 
voices to accounts payable. 

\ purchasing department should 
also make provision for adequate 
storage ol supplies ordered in ex 
cess of immediate demand, and (in 
the case of the Keyes Company) for 
control of the stationery storeroom. 
Supervision of the disposal by sale 
or salvage of equipment and sup 
plies no longer current or usable is 
also delegated to the purchasing 
department. 

It is the final duty of our pu 
chasing division to maintain. the 
following records 

1) Follow up open purchase or 
cle rs. 

2) Control form numbers issued 
to printed forms. 

3) Make records to assist in eval 
uating the operation of the depart 
ment. 

1) Supply records of vendors and 
commodities. 

5) Keep an inventory of the sta 
tionery storeroom contents, and of 
any other supplies which may be 
stocked against demand. 

6) Keep catalogue and specifica 
tion file s. 

7) Maintain approved invoice 
file. 

8) Record purchases through the 
use of departments as an aid in the 
preparation of P & L. statements 
for individual departments, and in 
pro-rating the operational costs of 
the purchasing department. 
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Moisture Barriers in Floor Construction iy Sen eee 


Sisalkraft Company 


THIL.E membrane waterprool 

ing was formerly used in floor 
construction of factories, stores, 
garages, and other unexcavated 
buildings, it has recently become an 
nnportant practice in the residen 
tial field, particularly in the case 
of ranch-type or slab-on-the-ground 
homes. Even in unexcavated homes, 
the “damp cellar” is recognized as 
one of the difficult-to-cure ailments 
which could be avoided if proper 
waterproofing is done during the 
initial construction. 

It is quite logical that a concret¢ 
slab poured — directly on the 
earth would absorb a considerabk 
amount of moisture and result in 
a damp floor, even though no 
actual water might be visible at 
the surface. \s a preventative 
measure, it ois customary to pou 
the slab on a laver of crushed rock 
or coarse gravel which provides 
drainage and theoretically prevents 
the floor from coming into contact 
with the damp earth. What actual 
ly happens, however, is that the 
concrete mix seeps down into the 
voids of the  sub-fill, forming 
“wicks,” “tendrils,” or “fingers” 
which draw up ground moisture 
by capillary action. 

\ tough, waterproof membranc 
can act as a moisture barrier be 
tween the floor and sub-fill, giving 
the slab a satislactory “cure.” Im 
properly cured floors lack the dust 
free, hard finish surtaces which arc 
characteristic of slabs in which the 
water is retained during the initial 
set. The pictures on this page il 
lustrate the use of a strong build 
ing paper as a waterproof mem 
brane between the sub-fill and con 
crete. 

As far as the life of a moisture 
barrier is concerned, anvone study 
ing the subject will quickly find 
that there are two. schools” of 
thought. In all frankness, we be 
lieve that anv organic products 
like paper, felt, asphalt. which are 
placed in the ground, are exposed 
to a condition which quickly short 
ens their life. However, the pres 
ence of a moisture barrier is rela 
tively unimportant once the slab 
has set. If the slab can be poured 
so that it has an under-surface with 
no concrete “wicks” drawing up 
ground moisture, then the gravel 
sub-fill is all that is needed to in 
sure a drv floor under ordinary 
building conditions. 





After the sub-fill has been raked evenly over the carth, workmen roll a layer of building 
paper over it prior to pouring the floor slab so that the wet concrete will work its 


way into the voids of the 
applied without rips or 


sub-fill. The building paper must be streng cnough to be 
punctures, to fulfill function as a waterproof membrane 





After the building paper has been laid, insulation boards are set around the border. 





If concrete 
drained from the concrete. 


s poured directly on the ground or sub-fill, the water in the mix is gravity 


Best results are obtained when roll of paper covers floors 





Waterproof membrane enables workmen to pour the slab so that it has an even under- 


surface with no concrete * 
must be sufficiently watery 
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‘wicks” drawing up ground moisture. The building paper 
»sroof to prevent the loss of moisture during curing of slab 


PHotTos BY SISALKRAPT COMPANY 
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¢Homes Our Readers Are Building 





NUSTOMERS of the Maxon 

A Construction Company of Bar 
rington, Illinois, can modify stand 
ard designs with their own sketch 
es, pictures, or ideas by using the 
company’s architectural — service. 
Small changes can be made by buy 
ers in any one of the 10 standard 


Maxon plans. A purchasing service 


is also maintained for the buver by 
the company, through which sav 











: : . 
* Maxon Gives Design Service 
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ings can be made on refrigerators, 
washing machines, driers, furniture 
and landscaping. 

Typical of the Maxon house is 
the $13,000 home pictured here. 
Containing two bedrooms, a living 
dining room, bath and kitchen, the 
house is 28 x 31 feet; the lot, 50 x 
125. All Maxon homes are equip 
ped with forced air heating units, 
fully automatic, oil fired. 


o 
gas OT 


ae ee 





Basements are poured in plywood 
forms to insure smooth surfaces. 

Walls and ceilings of this Maxon 
house are fully insulated, and the 
root is 250# shingles. Rock lath and 
three coats of plaster make a total 
wall thickness of 7/8 inches. Floors 
are clear red or white oak; finished 
hardware is polished brass. Interi 
or mill work is kiln dried, and in 
terior doors are flush birch 





iP Indianapolis, Indiana, — the 
Horvath Realty Company, Inc., 
is completing a project of 42 hous 
ing units which will sell in a pric 
range of 58850 to $9500. 

This firm, however, is beginning 
specialize in a two-bedroom 
house conforming to minimum 
FHA requirements which will sell 
for $6400. One of these units, 
pictured here, contains two bed 
rooms, living room, kitchen-dining 


to 
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room, full size bath and. storage 
room as well as adequate built-in 
Phe price includes grading 
and seeding, but not general land 
scaping. 

Among the features of this home 
are: hardwood floors throughout, 
except kitchen and bath where the 
flooring is asphalt tile; Hope st®el 
casement windows; built-in) sink 


closets. 


and cabinets; Crane swing-tvpe fau 


cets; copper plumbing; Coleman 


floor type automatic oil heater 
50,000 BTU's); rock wool ceiling 
insulation and insulation board on 
walls; Dexter hardware. 

Wallpaper is used in all rooms 
except the kitchen and bath, wher 
walls are painted. House plans pro 
vide for the addition of a breeze 
wav and garage later if desired 

These homes can be purchased 
tor $700 down, with minimum pay 
ments of $31.22 a month. 


* Horvath Completing 
42-House Project 
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* Johnson Homes Expandable 
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HOUSE TyPE 604 
4VXP ANDABLE” homes are find 
_4 ing a ready market in the mil 
lion dollar Wrenwood sub-division 
of Wallace E. Johnson, Inc., a 
Memphis builder. Mr. Johnson 1 
ports that houses of this type de 
sign sold before any other units in 
the 120-home project. 
Wrenwood's “expandables 
as the one shown above, are 


‘such 
built 





on 60 x 150 toot lots, have asbestos 
siding construction, and are fully 
improved with curbs, gutters, and 
sidewalks. The two-bedroom homes 
are designed to permit the addition 
ol a third 11 x 15 foot bedroom. 
In expansion, a closet becomes a 
passageway, and a window in one 
of the original bedrooms becomes 


a closet door. The “L.” formed by 


the addition of an extra room has 
been used as a patio successfully 

In addition to the Wrenwood 
development, Johnson is construct 
ing 380 homes for Navy personnel 
and their families at Millington, 
Pennessee. The project includes 18 
single homes, 266 duplex units, and 
96 apartments. The 
have two and three 


single homes 


bedrooms. 





\ 7JELL into construction is Ken 
/Y more Knolls, a 114-home proj 
ect of James F. Shuman & Son, Co 
lumbus, Ohio. Located on a 38 
acre site, the 24 x 36 foot homes 
consist of two bedrooms, kitchen 
dining area, bath, living, and semi 
finished second level. Optional 
plans call for dining rooms and 
masonry fronts. Minimum width ts 
50 feet, side drive included 

With all off-site 
and assessments, the Shuman hous 


improveme nts 


es range in price from $8,900 to 
$10,400. Down payments, approved 
under FHA Title 6 loans, are in 
the $1400 to $2,400 bracket; month 
ly payments, $50 to $55. 


° Kenmore Knolls, Project 
of James Shuman 
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Under any of the 11 architectu 
ral designs available, the homes ar 
‘quipped with cove base linoleum, 
tile tub insets, Walltex and Young 
stown steel kitchen equipment. Pic 
ture windows, and large basements 
ire attractive selling 
veteran-preferred buyers. 


features to 


In promoting the 
Mr. Shuman 


as well 


development 


used extensive radio 


as newspaper advertising 
One program, designed to appeal 
o women, oflered 


scription of the 


a compact ce 
then 
in relation to church and 


propertic Ss, 
location 
school, decorative details, and cost 
Well-pleased with the results Mi 
Shuman says, “The 


Vast coverage 


ind more personalized contact that 
radio gives as a medium of adver 


tising should be considered much 
more seriously by builders and 
realtors.” 

In addition to the morc stand 


ard types of publicity, a tie-up was 


made with a local furniture store 
to furnish a model hous The 
home was decorated modestly in 


keeping with the income of the 
Prospective More than 17, 
000 persons inspected the model 
house with resultant additional 
newspaper publicity 


buvers 


Other additional firms whos: 
products had been used coordi 
nated their advertising of the 
project 
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By GEORGE F. ANDERSON 





FOR SALE 
Must sacrifice modern two flat 
to raise money to pay barber. 
5940 Evans Ave. 6-6. $15,000. 
Full commission to brokers. 





| ID vou ever stop to think that 
an ad offering commission to 
brokers is a “listing” with every 
broker who reads the ad? If 1 
should wish to withdraw the prop 
erty from the market I would have 
to run an ad in the same paper, 
: 
just as many times, and just: as 
conspicuously fo gIVe NOTICE 


If TL sold the building in order to 
protect myself T ought to run an 
ad stating that the building was 
sold. Jf Broker XN introduced a 
buver, and later Brother Y intro 
duced a buver, | would be liable 
to both of them for commission. It 
is not impossible for me to lav my 
self liable to a hundred brokers 
In fact, [m= egetting nervous and 
must tell vou not ¢o take the above 
ad seriously, as it was just used to 
make a point 


| I IS the duty of the landlord to 
keep in repair all common en 
trances, hallways, passageways, cle 
vators, and in fact, all parts of the 
building used in common by two 
or more tenants. But it is not to be 
deduced from this principle that 
the tenant is absolved from liability 
to his guests and customers, be 
cause he is just as liable to them as 
the landlord is. This principle is 
carried so far that even a tenant in 
a large office building is so liable 
This carries the principle pretty 
far, because it makes the tenant 
liable for things over which he has 
no control 


In the case of Steinber vs. North 
ern Tl. Tel. Co., 260 App. 538, the 
court said: “It is suggested that this 
rule would render a tenant in a 
large office building liable for in 
purities sustained Ih ald € le Vator acci 
dent, although he had no control 
over the elevator or its operation 
No sound reason can be advanced 
why a person should be excused for 
liability tor injuries when he know 
ingly permits his patrons to use an 
unsale means of ingress and egress 
to and from his office. If he knows 
the means are unsale or has good 
reason for knowing it, he should 
not invite his patrons to use them 
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An ad stating ‘‘full commission to brokers” is loaded with trouble. 


. . » Both landlord and tenant are liable in case of accidents to 
visitors and guests, but in what ways? .. . What's the best way 


to serve a notice, it isn’t as easy as you may think. Read here 


the opinion of our expert on these important legal matters 


If he is negligent in that regard 
and injurv results, he has no cause 
to complain if he is asked to ré 
spond in’ damages. It makes no 
difference that he is only a tenant 
The landlord mav also be liabk 
(Mueller vs. Phelps, 252 Tl. 630.) 
Nevertheless, if a person who is not 
aware of the unsafe condition ts 
invited into the danger by a tenant 
who has knowledge of the fact, the 
tenant may be required to answer 
for the consequences of his invita 


tron 


Wire a statute or a con 
tract provides for the service 
olf notice, and does not prescribc 
the manner in which the notice ts 


to be served, it must be served 
personally. 


In the case of Levin vs. Pabst, 
241 App. 74, a lease provided for 
cancellation upon a_ sixty davs’ 


notice, the landlords not finding 
the tenant at home, served the 
notice upon a woman who came 
to the door, not ascertaining who 
she was or what her name was. The 
court held the service good 


The Landlord &% Tenant Act, 
sec. 10, provides: “Any demand may 
be made or notice served by de 
livering a written or printed, o1 
partly written and printed, cops 
thereot to the tenant, or by leaving 
the same with some person above 
the age of twelve vears, residing on 
or In possession of the premises.” 
The court held that section 10 ap 
plied in this case. The court said 
“We think this section applies, al 
though there was no default in the 
payment of rent, because it points 
out a method whereby a landlord 
mav serve notice on his tenant con 
cerning the property occupied ol 
rented by the tenant.” 
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Lilly Radio Shows Net Sales 


ILL-BILLY music and a lot of it sells real 
H estate (and a lot of it) for the Lilly Land Com 
pany of Princeton, West Virginia. Using live talent, 
transcriptions and recordings, the Lilly Company goes 
after both early morning and late afternoon audiences 
with seven daily radio shows. 

Believing that consistency in advertising pays off, 
the 15-minute Lilly program, beamed from five local 
and nearby stations, have run as much as 6,150 times 
on one station, 3,050 on another. Each program: cat 
rics an announcement, “The Classified Ad Of The 
\ir,” which describes “Today's Real Estate Special,’ 
a particularly saleable piece of available property. 

In order to “pull” listings, special stress ts laid in 
a second announcement on one facet of Lilly opera 
tions such as service, community standing, extent and 
rapidity of sales. The final commercial deals either 
with subdivision lots or truck farm land, and signs 
off with a request that the public write for a free 
catalog. 

Po supplement radio as a land “salesman,” the Lilly 
Company advertises in 25 newspapers, sends direct 
mail, and maintains a special photographic depart 
ment for display lay-outs. Such advertising stratagems 
have netted something of a record: one piece of real 
estate sold every 98 minutes of every office dav. 


Bronze Name Plates Build Good-will 


If you purchase a home from George kK. Hauck, 
Burlington, Vermont, vou receive as a “thank you” a 
bronze name plate with your name inscribed for youn 
front door. 

\ great success ay a good-will builder, the 2x 4-inch 
plates are as useful as they are handsome. 
with mounting screws, the name plates are purchased 
in large lots at a savings. 

Although the cost per plate is low, Mr. Hauck says, 
“We have received a very gratifying response from ou 
customers who are deeply appreciative of this gift.” 

















“Here’s a feature you may like — built-in drawers to give you 
more room.” 
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Complete® 





Protect your investment, reduce 
maintenance costs, with the 
rustproof, fire-resistant material 
that needs no painting. 


REYNOLDS 
[lifetime 
ALUMINUM 


Building Products 


— 


5 New Stipple-Embossed 
Corrugated, 5-V Crimp, 
Snap-Seal Roofing and 


Weatherboard Siding 


















-_ 


Reyn-l-Side—Factory-Painted 
Siding for Home Renovation 
Embossed .004” Built-Up 
Roofing, Industrial 
Corrugated 

Half-Round and O.G. 

Style Gutters 

and Downspouts 

Residential Windows— 
Casement, Fixed, 

Picture and Awning Types 
Reflective Insulation 
Flashing, Nails, 

All Accessories 

Alumi-Drome 

(all-purpose prefab) 


REYNOLDS 
Lifetime ALUMINUM 
BUILDING PRODUCTS 


MAIL THIS COUPON « cm ce cee cee ce ce ce ce ce ee ee ee ey 
Reynolds Metals Company, 
Building Products Division, 
2016 South Ninth St., Louisville 1, Ky. 
From the listing above, | am particularly interested in the 
following products. Please send complete information. 


cae aaa es I 
| 
| 
| 
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Name Title 

Company 

Address 

City Zone State 

eee a eee eee ee ee 
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Burns’ Warranty Plan Sells Homes 


HIGHLY successtul warranty 
A plan is helping sell homes fon 
Franklin L. Burns, Burns Realty 
and Trust Company, Denver. 





807 FIFTIETH ANNIVERSARY 


1899.1949 














Simple to understand, the wat BURNS BETTER-BUILT BUNGALOWS *. anyeoriamrre 
ranty provides tor tree adjustments Our Field Superintendent will be glad to 
i Pa , he Owner Service Policy aswst on any probleme you may encoun 
during 1e first six months of occu ter during the first thirty deys after posses 
4 Warrenty and inspection Certificate sion. Thereatter, you are entitled 1 two 






pancy, periodic inspections of the 
property for the first three years, a 
planned service arrangement tot 


nspections and odjusiments without 
charge during the furs! sx monthe 













l 1 tl 1. DELIVERY ‘. 
mechanical repairs, and the servic ero ait TE 
of a Burns’ field representative on tigi building code and hap been subjected ake t. home inspected once a year 

to inspections by representadves of ibe harye will be made tor this 
construction and maintenance S 4 estimates will be gladly 





Federai Housing Admuustretion and the \ 

Veterans Administration. These inspect “ \° 

are your qmeurance thet your — Ee ' \> 

been properly constructed in accord = Aye” 5S. CHANGE OF OWNERSHIP 

with approved pions and specifications j Tavs service pohcy # con uanaterable and 

ws cannot be assigned to c new purchase: 

Any obligation o: service under ibis policy 

2. NECRAINGRL SEFESTS excepung those unde: Parograph 4, terms 
Manofacturers worrcnt.es cover the plum " nate in the event of sale. or if property is 
ing, heating. wiring and rooting. i TT Dot occupied by owner 


@py work required 
charges. 





Under the plan, owners of Burns 





homes are advised to have then 
homes inspected alter the first 30 
davs, and then every three months 
for the first year of occupancy by 
company Inspectors. Such INS pce 







tions are designed to discover not 
mal defects in construction that ap 
pear with changes in climatic con 
ditions. 

Good only as long ay the proper 
ty remains in the hands of original 


Franklin L. Burns, left, presents construction warranty to an ex-G.I. and his wife. 
Picture was published in the Denver Post, giving added publicity to Better-Built homes 


purchaser, and is occupied by him, 
the Burns’ warranty allows one in 


stated, “A finished home is the re few builders have adopted the pol 
spection a year tor the first three uty of months of toil and thou icv of ‘build ‘em and torget ‘em 
vears. Estimates on repair work nds of dollars worth of material. Burns, however, by relying on the 
needed can be given at that time Hence, making a replacement be- accumulated knowledge of half a 
The new warranty plan was ex cause of dissatisfaction would not — century of building experience and 
tensively advertised by Burns in only be a physical impossibility, case histories of thousands of 
collaboration with other Denver — but a financial one as well. t nhap Burns-built homes, is able to wat 
merchants. One ad, lor example, pily, because of this condition, a rant every house they build.” 


NATIONAL REAL ESTATE SECTION 
BOWLING ALLEY Only one in town of SIGNS 


25.000 population. Will cooperate with brokers 
Donnohue Loan & Investment Co.. Sedalia, Mo Air Mail us your copy. Your order will be 
completed in 24 hours to 4 days. 


NEED REAL ESTATE Prices (32 gauge metal; 2 colors; 14 x 20 in.) 


100 - 54c; 250 - 5le; 500 - 46c each 
McTIGUE, M. R., 621 E. Las Olas Blvd., Fort 


ni Sign Service 022, Greenville, S. C 
Lauderdale, Florida. Sales, rentals, leases; prop- Realtors Sign Service, Box | Greenville 
erty management insurance; appraisal service 
FOR SALE — VIRGINIA 


(Broker's co-operation invited 
Specializing in the sale of Colonial Homes and 
Plantations in all sections of Virginia. G. 


BUY (THIS noe) 


—— FROM — _ ~ 


DEAN ADAMS Land aes an __Training a 

















MEMPHIS REALTOR oC 
cALL-8-7686 Subdividers FUTURE REAL ESTATE 











ee Brokers, Appraisers, Managers 
As a courtesy, all inquiries from . 
Investigate our Home Study and Residential 
WRITE DEPT. R.E.J. Realtors will be given prompt courses in Real Estate. Includes all phases 
of the business. G.I. Approved. On-The- 
FOR COMPLETE DETAILS attention without charge lob Trainees can take either course 


FREE CATALOG Established 1936 
WEAVER SCHOOL OF REAL ESTATE 
Dept. RE 








“WE SIGN THE NATION 155 WALNUT AVE. 


TIVE DISPLAY ADV SANTA CRUZ, CALIF. 


170? West 19th Street Chicage 8. MM 15 E. Pershing Rd. Kensas City 8, Mo. 
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“House of Tomorrow” 
(Continued from page 31) 


In this connection a statement 
made by Fritz B. Burns after he 
had decided to close the Kaise1 
Homes prefabrication plant, may 
be illuminating. He said, “We 
found that prefabrication enabled 
us to build houses in four months 
when the customary time was from 
10 months to a vear. However, we 
did find that this acceleration cost 
us money and therefore we termi 
nated our plant oper ations as soon 
as a more regular flow of conven 
tional materials was available. We 
learned a great deal in our pre 
fabrication experience and have re 
tained in our conventional opera 
tions many of the prefabrication 
and sub-assembly shortcuts.” 
Kaiser Homes Research Program 

Research is a continuing opera 
tion with us. We have under con 
struction at all times from one to 
six models embodying the latest 
ideas and the newest thinking in 
both materials and techniques. As 
rapidly as these two factors are es 
tablished as practical and economi 
cal they are injected into the actual 


building program providing they 
fit into the proper cost pattern. 

I frequently am asked why the 
large builders such as ourselves do 
not incorporate all the newest and 
latest ideas into our houses as soon 
as thev come out. There are many 
reasons why this would not be 
wise and in some cases it would not 
be possible. Many of the features 
mentioned above, for example, 
could not be included in our pro 
gram of 2000 homes in Panorama 
City, even though the items are on 
the market and readily available. 

Some of them might not pass our 
local building code; some might 
not be approved by the Federal 
Housing Administration or by 
the banks and loan companies; 
some might run counter to the 
practices of our building trades 

Many innovations prove to be 
fads; they get a temporary public 
acceptance but the demand soon 
dies out. Builders whose operations 
run into hundreds and thousands 
of houses cannot afford to make 
mistakes. They prefer to wait un 
ul a product has stood the test of 
time; until its consumer acceptance 
is demonstrated; until its quality is 


proven; until the financing agen 
cies give thei approval 


Getting Variety 


(Continued from page 25 


U. S. Gypsum Sheetrock, papered 
and painted. Houses were com 
pletely insulated with Sisalation in 
roots, walls, and floors, and 4-inch 
rock wool in ceilings.” 

An effective aid to stimulate sales 
was the use of a selling kit, de 
signed by Mr. Johnson. Made up 
from stock, loose-leaf-type brown 
calfskin zipper cases, these kits pre 
sented page by page the various 
facts that a buyer would want to 
know the floor plan, the varied 
stvles, the location with respect to 
transportation, schools, shopping 
centers and recreation, the price 
schedule, the terms including op 
tional items, a complete analysis of 
monthly payments and costs, and 
a portfolio of advertising material 
describing some of the nationally 
recognized products, such as Pitts 
burgh Glass, Douglas Fir Doors, 
Dexter Locks, Insulite insulation, 
Bruce Floors, and Coleman floor 
furnaces 


Mr. Apartment-House Owner: ARE YOU LOSING 25% T0 50% OF 









Model 617 
195,000 BTU 





YOUR WATER-HEATING DOLLAR? 


fuel cost is ower... 


Model 417 
110,000 BTU 


Inefficient water-heating equip- 
nent wastes 25% to 50% of 
your dollars that go for provid- 
ing hot water ... and your old 
equipment probably does not 
give your tenants hot water at 
all times. 


And if you are heating water 
with coal or oil, you're paying 
higher fuel prices. 

Because there have been /ittle 
or vo increases in gas rates, you 
save money in at least two ways 
with a SMITHway-Burkay Vol- 
ume-Flow Gas Water Heater: 


efficiency 


is higher. 


You also get rid-of dust, soot, 
ashes, and excess furnace-room 
heat. 


For the largest apartment, 
or the smallest, SMITHway- 
Burkay will give you better hot- 
water service at lower cost. 


Write today to A. O. Smith 
Corp., Dept. NR-549, Toledo 7, 
for Bulletin SPH-926A which 
explains how you can save 
water-heating money. 


ao. Sara 








_ 
Corporation 


New York 17 + Atlanta 3 * Chicago 4 + Houston 2 + Seattle 1 


Los Angeles 14 «+ International Division: Milwaukee 1 


NaTIONAL REAL EsTaTE AND BUILDING JOURNAL — May, 1949 











Greater Value 


at 
Lower Cost 


By economical, streamlined modular construction 
Pollman Homes offers new low costs in a wide 
variety of attractive factory-built homes. Dis 
criminating real estate builders and developers 
are finding that Pollman Homes, built by experi- 
enced craftsmen, increases the prestige of their 
subdivisions. For further information, write to 


Pollman Homes 
Manufactured and Distributed by 


THYER MANUFACTURING CORP. 


2857 WAYNE STREET, TOLEDO $, OHIO 











THE FULLY 


AUTOMATIC STOKER 


















FOR AUTOMATIC 
HEATING AT ITS 
BEST 


1. SAVES FUEL 
2. CUTS LABOR 
3. ENDS SMOKE 


4. CONTROLS 
TEMPERATURE 


Send today for amazing proofs 
of fuel and labor savings 


made by Winkler Stokers... 





automatic trans- 


U. S. MACHINE CORPORATION 





see how your investment in a 
Winkler will pay a sensation- 
ally large return—actually pays 
for itself in fuel savings alone. 


Free Booklet 


on request 





KLER 


PX Y automatic 


STOKERS 


Only Winkler 
has this fully 


mission. 





DEPT. S-05, LEBANON, IND. 


54 








PRODUCT PROGRESS 





Stud Welding Cuts Building Costs 


Stud welded 


anchor plates, manufactured by the 
J. J. Gribbins Company, Long Island City, are greatly 
sunplitving the installation of bathroom and kitchen 
plumbing fixtures in the Gowanus and Astoria ce 
velopments, New York. 

Loading fixtures and templates used in the produc 
tion of the anchor plates on which the receiving studs 
are end-welded with a lightweight: automatic stud 
welding gun, have enabled operators to average 30 
units per hour. 
flour for suspending the toilet bowl, 
wash basin. 


Each bathroom unit has seven studs, 
and three tor the 
Those which support kitchen sink and 
trav have five studs. 

The cost of installing fixtures is reduced by the 
elimination of through bolts, which make it neces 
sary to run nuts down to the plate before metal lath, 
and plastering is installed. The stud welded anchor 
plate is fastened to the wallstuds with U-bolts in the 
usual fashion, after which the wall can be entirely 
finished. The studs are sufficient to extend through 
the lath and plaster. 


Orange Metal Bi-Passing Door 


\ new sliding closet door, 
passing Door, 


called the Orange Bi 
is now in production in the Orange, 
Virginia plants of the Virginia Metal Products Con 
poration. 

The Bi-passing door comes in 3-6 toot widths, and 
standard 5 foot 8 inch heights. The buck, track, and 
panels are factory-fitted to eliminate cost of plaster, 
studs, and hardware in installation. Mounted on ball 
bearing rollers and cushioned at door jambs with 
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rubber bumpers, the door frames are primed with red 
oxide and the panels with pastel colors. 


New Interior Finish Coating 


suilders are keeping an eve on “Scotch Top,” a 
product deve loped by the Minnesota Mining & Manu 
facturing Company, makers of Scotch Tape. Designed 
as a substitute for paint, plaster, and wall paper fon 
interior finishing, “Scotch Top” sticks to brick, ce 
ment, metal, stucco, o1 For inside or outside 
use, the new coating will be available soon in 12 colors. 


wood. 


Experiments with the product indicate that, on a 
smooth surface, the cost of “Scotch Top” per square 
yard will be $1 applied. Company representatives say 
that the training of special crews for application 
may require some time, but the product has been 
put on a limited market in the Chicago area. 


Lighter-than-gas Insulation Plastic 


Three research by the Westinghouse Re 
search Laboratories has produced a new insulating 
material, a plastic foam that expands to 100 times its 
original volume when baked, and yet weighs 10 to 
20) times less than the meringue on a pie. 


vears ol 


The foam is made from a synthetic phenolic resin, 
and is resistant to fire, moisture, fungus growth and 
insects. By heating the svnthetic resin to a high 
temperature, thousands of gas bubbles entrapped in 
the foam rise, and buoy up the material. 

Phe foam, containing one part of resin to about 
100 parts air, is one of the lightest solids known. 
Foamed into pre-fabricated metal wall sections, a 
two-inch-thick layer weighing 300 pounds would b« 
cnough to insulate a complete six-room house. 





Massive, but light as a feather . . 


. this piece weighs cight pounds 
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GLO-SEALED 
“NAME-LITE” 
PROFESSIONAL MARKERS 


(* 
t Ee 


R.M.HENDERSON 
>] 7) ae a 









INSURANCE 


OUTSTANDING FEATURES 


* Frame, all aluminum, satin-finished for 
durability. 


lifetime 


* Background, sheet aluminum with wrinkle finish- 
enamel surface. 

* All letters are glossy white, 3” high, visible at 
200 feet. 
* Letters covered with “Name-Lite” making name 
alive at night when car lights shine upon them. 
* Your full name on BOTH sides of marker, visible 
day AND night. 

* PANELS... (REAL ESTATE) on both sides, 
visible day and night. 

* Brackets are sturdy strip steel finished in glossy 
black. 

* Equipped with eye bolts and lag screws, ready 
for hanging. 

* Length of marker, 31” 
36”x12”. 

*% Size of Panel . . . (REAL ESTATE) is 4”x28” 


IMMEDIATE DELIVERY, PREPAID PARCEL POST IN U.S.A. 
PRME .. 2 © . * 


Height, 6”. . . Bracket, 


Bracket $ 3.75 





Marker 9.95 
Panel 2.50 
Total $16.20 


Add 242% Sales Tax in California. 
Also panels to cover PUBLIC 
CONSULTANT, NOTARY 
ARROW. $2.50 each. Add 214% sales tax in California. 
HOW TO ORDER 

Marker is 30° net, inside. Limit names to 14 spaces. 
Punctuations are 1” wide. Letters M and W, 3” wide. All 
other letters, 2” wide. 


Sorry, no C.O.D.’s. 
ACCOUNTANT, TAX 
PUBLIC, OFFICE 


If not entirely satisfied, return complete sign within 5 
days and your money will be refunded in full. 


CUMM-LYNN CO. 


2350 E. SPRING . . . LONG BEACH, CALIF. 











Can You Answer 


(Continued from page 26) 


sign. The other broker has not 
that right without the permission 
of the listing broker. However, it 
would be a gracious thing for the 
listing broker to invite the other 
broker to put up his sign, too, with 
a “sold” sign between them. 

Q. A prospect telephones about a 
house. No salesmen were in the 
office. The prospect’s name was 
given to one of the salesmen, but 
he did nothing about it the next 
day. The third day the prospect 
telephoned again. This time a 
member of the firm handled the in- 
quiry, took the prospect on an in- 
spection tour and sold him a house. 
Should the salesman get the com- 
mission? 

\. We gave the salesman the 
commission. I don’t think he was 
entitled to it, because he hadn't 
even contacted the prospect on the 
third day after he was told about 
the inquiry. But the salesman in 
question was usually conscientious, 
and we made this gesture to en 
courage him. 

Q. A member of the firm submit- 
ted a lot to a builder. The builder 
liked the lot but said he was not 


SET YOUR SITES FOR SALES! 





yet ready to buy it, but would take 
it later. This same member of the 
firm listed this builder’s houses and 
various salesmen sold them. One of 
the salesmen worked out a building 
deal with the builder, and because 
he did such effective work he was 
assigned the builder as his pros- 
pect. Later the builder called up 
the firm member and bought the 
lot originally submitted by the 
member of the firm. The salesman 
was not responsible for making this 
particular sale. Should he get the 
commission? 

\. The salesman was given the 

commission. 
Q. Should a sales manager mention 
to a salesman that another salesman 
is about to make a sale of a given 
property? 

A. Absolutely “No.” This would 
be a gross injustice to both sales 
men. The salesman given such in 
formation might lessen his eflort 
to make the sale, or he might do 
the opposite and press his prospect 
to close the deal ahead of the othe: 
salesman. 

Q. Should salesmen tell each oth- 
er that they have a house sold be- 
fore it is all signed up? 

\. We have tried to warn ow 
men of the danger in making such 





premature statements as this. It 
leads to the same difficulties point 
ed out in the preceding answer. 
But we no longer issue such warn 
ings. If a salesman loses a deal be 
cause he talked too much, that ts 
his loss. He need not come to us for 
sympathy. 

Q. Should a salesman turn in a list- 
ing the minute he gets it? 

A. Yes. Some salesmen call all 
the prospects they think will be 
interested before they turn it into 
the office. This is called a_ vest 
pocket listing, and use of it is repre 
hensible. 

Q. A salesman gets a prospect and 
files the information in the cus- 
tomary way with his office. The 
prospect in turn wishes to sell his 
house, and the salesman finds a 
buyer for it. But the prospect won't 
sell until he has found a suitable 
property to buy. The salesman 
therefore has him tied up as a pros- 
pect and as a listing, too. The pros- 
pect’s house cannot be shown be- 
cause it is sold when another suit- 
able house is found for the pros- 
pect. Does this approach the status 
of a vest pocket listing? Has the 
salesman done an unethical thing? 

A. I don’t know the solution. Do 

vou? 





THE HOUSEMART HOME 





Dealers Wanted 











ACME COMBINATION CORK AND 
CHANGEABLE LETTER BULLETIN BOARDS 


These boards are specially Cork Surfaced to make 


thumb tacking easy, yet firm. Cloth covering in 
green or black hides ugly thumb tack holes. Furnish- 
ed in variety of sizes, with or without changeable 
letter grooves at bottom. Frames can be furnished 
in any wood or metal finish. Write Dept. R-1 for 
details, sketches or photographs and prices. 


37 EAST 12™ STREET 
NEW YORK 3, N. Y. 





CLEVELAND, OHIO 











x |BULLETIN COMPANY 








56 


This 5-room home is designed for a 45-foot 
lot. Its 1144 story structure provides space 
for 2 additional rooms on the second floor. 
Aluminum windows, kitchen unit, and Ben 
dix laundry are included. Mass production 
methods assure moderate cost and immediate 
delivery. Dealers preferred east of Cleveland. 


ne HOUSEMART 


18320 Lanken Avenue 
KE-7562 
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Sales Records 


(Continued from page 27) 


activity. For the broker who is observing this index, 
this signals a period of smooth sailing. He can thus 
more rapidly unfurl his sails to the friendly winds 
which will carry him toward increased real estate 
prosperity. 


New Mortgage Loans vs. Sales Prices 

Another analysis which should be examined regu 
larly is the relationship of new mortgage loans to sales 
prices. This type of index serves two useful functions 
First of all, it acts as a means of checking the validity 
of listing prices. If, for example, new mortgage loans 
are currently averaging 65 per cent of sales prices, the 
broker might well re-valuate a listing which will take 
a maximum loan of only 40 per cent of the offered 
price. 

The second virtue of the ratio of new mortgage 
loans to sales prices, is that it keeps the broker up 
to date on the current attitude of lenders. When this 
attitude is plotted in statistical form, it is possible to 
determine the approximate loan value of each proper 
ty at hand. 


Present Mortgage Loans vs. Sales Prices 

The least reliable of the indices is the relationship 
between existing mortgages and sales prices. About 
all that can be said for this ratio is that it serves as a 
supplementary check on the prices at which properties 
should be listed. If existing mortgage loans, for 
instance, average about 40 per cent of current sales 
prices and a new listing is encumbered with a mortgag¢ 
of $4,000, it is logical to assume that a listing price o! 
approximately $10,000 would be valid. 


Amount of Sellers’ Cash vs. Sales Prices 

\ very interesting ratio for the broker to watch is 
the relationship between the amount of cash which 
a seller takes with him from the closing and the price 
at which his property was sold. This index may well 
prove to be the most profitable one which the broket 
may observe. 

If the amount of sellers’ cash runs high let us say 
60 per cent or more of the sales price it indicates 
two desirable approaches which the broker may take. 
First. he may persuade future prospective sellers to 
take back some of their profits in second mortgages on 
land contracts. Secondly, he mav convince the sellers 
that they should invest all, or a portion of, their take 
away cash in other real estate. 

Tax Valuations vs. Sales Prices 

Phe final index of importance to the real estate man 
is the relationship of tax valuations to sales prices. 
Although tax valuations may be casily taken from 
abstracts, they may be compiled with equal facility 
from the tax payment noted on the closing statement. 

Should the current figures show tax valuations to 
average 33 per cent (as they do in Columbus this 
month) the listing salesman should take the amount 
of annual taxes, compute the tax valuation, and 
multiply the result by three. This should result in the 
approximate price at which the property could even 
tually be sold. 

It is true that this system of analysis is simple 
perhaps overly so. Yet, this was intended. The system 
was designed to aid the broker who is already over 
burdened by a myriad of detail. It was designed to 
save time rather than waste time. It was developed fon 
the purpose of increasing profits by putting to us¢ 
sales information which otherwise might be discarded. 
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give your customer 


---a@ choice 





Weyerhaeuser PANEL HOMES 





Now, you can give your new home High quality homes at relatively 
prospect 15 standard panel homes low cost—designed and fabricated 
to choose from. Offer him speedy by Weyerhaeuser — America's 
erection, amazing flexibility of greatest name in lumber. Dealers 
design, seasoned pre-war lumber, preferred within 500 miles of 
all the advantages and savings of Dubuque, lowa. 

precision factory construction. 


Approved for P.H.A, and G.1. Loans. 


For more information write now to... 


oom GENERAL TIMBER 


SERVICE INC. 


FABRICATING DIVISION . . DUBUQUE, IOWA 




















For The Most 
ATTRACTIVE 
EFFECTIVE 


SALES BUILDING 
REAL ESTATE 


SIGNS 


EVER OFFERED 


Write Us Today 


Our 
Extremely LOW PRICES 
Will AMAZE YOU 




















The NUMBER ONE Signs 
Preferred By Thousands 


NOTE: Use Your Letterhead 
When Writing Us, Please. 





HERMAN SIGN COMPANY 


5353-55 Walsh Street 
St. Louis 9, Mo 





AFFILIATE MEMBER 


Sr. Louis Rea Estate Boarp 








| couldn't 





| 








ung Cone 








N a university town, where apart 

ments are probably more scarce 
than in other communities, we 
talked with a property owner the 
other day. This said he 
would have three apartments va 
cated this summer, all completely 
furnished, yet renting for an aver 


ownel 


age of $50. Included in the rent 
... laundry facilities, storage lock 
ers, all utilities. 


But this property owner is going 
to lock up those three apartments 

. refuse to rent them to anyone. 
The primary reason isn't that he 
wants more money. (He'd only 
raise them $10.) He objects to the 
fact, as most property owners and 
managers do, that he little 
direct control over apart 
ments as far as are 
cerned. For example, he cited one 
instance where a young couple 
rented an apartment for $40 and, 


has 
those 


tenants con 


during their three-vear stay, had 
five sets of relatives living with 
them at various times for two- and 


three-month periods. The manager 
take direct 
situation. 


steps to cor 
the Ihe solution 
would have been to go through the 
involved procedure of bickering 
with the rent control office. 

The was lamenting th 
fact that a survey was going to be 
taken in his community 
whether or not controls should be 
lifted. He felt sure the survey 
would result in continuance of 
controls, so he was locking up his 
apartments . . . to them, he 
said, for decontrolled times. Pet 
haps this sort of action is right. We 
doubt it. Closing down apartments 
will accelerate the scarcity, give 
legislators more arguments for con 
trol. 

But the 


rect 


local 
owne 


to decidk 


Save 


owne criticizing 
the town’s mavor and councilmen, 
said they didn’t have the facts 
about rent control. We agree, but 
who is there to give them the facts? 
Well, this person wasn’t ready to 


with 


Was 


band togethe others in his 


May, 1949 


that all the arguments 
against control were presented. H« 
expected someone else to fight his 
battle. Rent control, public hous 
ing, socialized medicine, and all 
the other proposals for government 
subsidies and controls will never be 
defeated that way. 


\ THEN we complimented 3 F. 
Brownlow, president of J. B. 
and W. G. Brownlow, 
Knoxville, Tennessee, on 
centage article h 
the April Journal, he 
Journal readers 
about the artic 
wonder why we 


town to sce 


realtors ol 
the per 
wrote for 
that 
him 
probably would 


lease 
said 
who wrot 
selected an autho 
unknown to the 
office in Memphis that letters can* 
not be delivered to him. Our apolo 
gies... he lives in Knoxville 

not “Memphis” as the Journal 
accidentally published 


who is so post 


N his testimony before the House 
Janking and Currency Com 
mittee on the proposed federal 


Thomas S. Holden, 
president of F. W. Dodge Corpor 
ation, attacked federal 
estimates indicating need for 1,260, 
000 to 1,500,000) new nonfarm 
dwelling units a vear. He said that 
the government estimated the post 
war demand fo1 

place units to bs 
abandoned foi 
000 


housing act, 


housing 


new units to re 
demolished Oo} 
anv reason at 650, 
units a vear, while total re 
placements actually averaged 
10,000 units a vear 
through 1939 

There’s littl that the 
“facts” presented by public housers 
are unadulterated propaganda. For 
example, a breakdown of 
the proposed bill 
could permit cxpenditures as high 
as $9,500 three-and-one-half 
room unit, including land. But at 
the same time the government is 
spearheading a drive for privat 
builders to construct houses to be 
sold for $6,000 to $8,000, including 
land. 


only 


from 1920 


doubt 
s mpl 
cost limits in th 


for a 
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CONSULT THESE SPECIALISTS... 


FOR REAL ESTATE 


SALES 


@ALBANY, N.Y. 
Picotte Realty, Inc. 
120 Washington Ave 


@DENVER, COLO. 
Garrett-Bromfield & 


Security Building 


e@DENVER, COLO. 
¥. < Dunton Realty 


400-10 Midland Sav- 
ings Bldg 


cm ILLF, 
TENN 


Richards Real Estate 


722. ‘Market St 


FOR EXPERT 


@NEWARK, N.J 
Van Ness Corpora- 
tion, Realtors 


@NEW YORK, N.Y 
Fass & Wolper, Inc 
7 East 42nd Street 
Main Street Proper- 
ties Anywhere in the 


@ TOLEDO, OHIO 
Schuster & Co. 
George E. Schuster 
Gardner Building 


e@WICHITA, KAN 
Russ Prater Com- 


ny 
135 North Main 


APPRAISAL SERVICE 


eCOLUMBUS, OHIO 
William P. Zinn & 


Co 
37 North Third St 


@CONCORD, N.H 
William E. Sleeper 
Realtor - Appraiser 


onasT ORANGE, 
Godfrey K. Preiser, 


M.A.I. — S.R.A. 
1 N. Harrison St. 


@EUGENE, 
OREGON 
Clarence F. Hyde 

M.A.1.—S.R.A 

628 Willamette St. 


@ MINNEAPOLIS, 
MINNESOTA 
Norman L. Newhall, 


M.A.I. 
519 Marquette Ave 


@ MINNEAPOLIS, 
MINNESOTA 
J. F. Sutherland, 


M.A.L. 
17 East 24th Street 


@NEWARK, N.J 
Harry J. Stevens, 


478 Central Avenue 


@NEW YORK, N.Y 
Henry Waltemade, 


nc 
369 East 149 Street 


@NEW YORK, N.Y. 
Scientific Appraisal 


ind St. 
$200,000 values and 
up only 


— ADELPHIA, 


Ric speed 5 Seltzer, 
12 South 12th Street 


eST. LOUIS, MO. 
Ove}. Dickmann, 


1861 a Ex- 
change Bldg. 


e TOLEDO, OHIO 
Howard W. Etchen, 


Etchen-Lutz Co. 


FOR IDEAL 


STORE LOCATIONS 


@ ALBANY, N.Y. 
Picotte Realty, Inc. 
120 Washington Ave 


@AUGUSTA, GA 
Sherman- Hematreet 
Realty 
801 Broad Street 


e@ BALTIMORE, MD 
B. Howard Richards, 


nec 
Morris Bldg 


e CINCINNATI, 
OHIO 
—— A. Cline, 


nc. 
1027 Enquirer Bldg 


@DES MOINES, IA 
Donahoe Investment 


Co 
Retail, Wholesale, 
Industrial 


@KANSAS CITY, 
MO. 


Moseley & Company 

Retail, Wholesale, 

Industrial 

Suite 1111, Insur- 
ance Exch. Bidg. 


@NEW ORLEANS, 
LA 


Leo Fellman & Co 
829 Union Street 


@OKLAHOMA CITY, 
OKLAHOMA 


H. F. Bradburn, 
Fidelity Bldg. 


oom, —* 
CITY, OKLA 
J. B. Klein, Inc 
804 Southwest Sec- 
ond St. Retail, 
Wholesale, Indus- 
tria 


@OKLAHOMACITY. 
OKLAHOMA 


Tom Pointer Co 
304 Local Bidg 


eST. LOUIS, MO 
Isaac T. Cook Co 
1818 Arcade Bldg 
@SARASOTA, FLA 
Don B. Newburn 
144 So. Pineapple 
Ave 
e@WASHINGTON, 
D.C. 
Shannon & Luchs 
0. 
1505 H Street N.W 


FOR PROPERTY 


MANAGEMENT 


@ ANDERSON, IND. 


A. L. McKee, 
C.P.M. 

Anderson Banking 
Co. 


eCOLUMBUS, OHIO 
— P. Zinn & 


37 North Third St. 


e@ DENVER, COLO. 
Garrett-Bromfield & 


any... 
Security Building 


@DENVER, COLO. 
\ ” Dunton Realty 


400.10 Midland Sav- 
ings Bidg. 


@DETROIT, MICH 

Kamil Management 
company 

704 Transportation 


Building 
Established 25 years 


enon ILLE, 


Mal Haughton, Jr 
108 W. Bay Street 


@NEW ORLEANS, 
LA 


Charles A. Bourgeois 
4218 Iberville St. 


e TOLEDO, OHIO 
Schuster & Co. 
George E. Schuster 

Gardner Building 


@ TOPEKA, KAN. 
Greenwood Agency 
108 East Seventh St. 


FOR FARMS 


AND RANCHES 


@ DENVER, COLO. 
V 2 Dunton Realty 
‘ompany 
400-10 Midland Sav- 
ings Bldg. 


@LOS ANGELES, 


CALIF 
California-Nevada 


Company 
412 W. 6th Street 


@WALNUT RIDGE, 
ARK. 


R. S. Choate 
201 W. Second St. 


FOR CHAIN STORE 


LOCATIONS 


@ALLENTOWN, PA 
The Jarrett 
Organization 
842 F amilton St 
“Specializing Fast- 
ern Penna.” 


@COLUMBUS, OHIO 
William P. Zinn & 
37 North Third St 


e@ SCHENECTADY, 
N.Y 
R. C. Blase, 
434 State St 


e@ TOLEDO, OHIO 
The Al E. Reuben 


Company 
618-20 Madison Ave 


FOR INDUSTRIAL 
SITES & PROPERTIES 


@ALBANY, N.Y 
Picotte Realty, Inc 
120 Washington Ave 


@ALLENTOWN, PA 
The Jarrett 
Organization 
842 Hamilten St 
“Specializing East- 
ern Penna.” 


@BATON ROUGE, 
LA 


George C. Chambers 
406 Roumain Bidg 


@eCOLU MBUS, OHIO 


William bs Zinn & 
Comp: 
37 North ” hird St 


ec ap ‘TICUT 
AND VICINITY 
Nathan : “ee Inc 
61 Allyn S 
Hartford 


@DODGE CITY, 
KANSAS 
Burr-Hancock, Inc 
P.O. Box 87 

eINGLEWOOD, 
CALIF. 


Emerson W. Dawson 


P.O. Box 555 


@KANSAS CITY, 
MISSOURI 
Moseley & Company 
Retail, Wholesale 

Industrial 
Suite 1111, Insur- 
ance Exch. Bidg 


@ NASHVILLE, 
TENNESSEE 
Biscoe Griffith Co 
—Est. 1914— 

214 Union Street 


@OKLAHOMA 
CITY, OKLA 


J. B. Klein, Inc 
804 Southwest Sec- 
ond St. Retail, 
Wholesale, Indus- 
tria 


@OKLAHOMA CITY, 
OKLAHOMA 


Tom Pointer Co 
304 Local Bldg 


eST. LOUIS, MO 
Ouo J. Dickmann, 


1861 i Railway Ex- 
change Bidg 


eST. LOUIS, MO 
Henry R. Weisels 
Company, S.1.R 
318 North Eighth 


@SAN JOSE, CALIF 
Thos. L. Mitchell & 


Company 
97 E. Santa Clara St 


e@ SCHENECTADY, 
N.Y. 


R. C. Blase 


434 State St. 








Rates for Advertising 
In the “Consult These Specialists” 


Department: 
Per 
Issue 
2 lines 12 issues $3.00 
2 lines 6 issues $3.50 
2 lines less than 6 issues $4.00 


Additional lines, 50 cents per issue 
No charge for city and state lines 

















WORLD'S FOREMOST 
MANUFACTURER OF 
BEAUTIFUL HOMES 


Distribution is through local, franchised, Gunnison Dealers whom we 


train to handle Sales, Financing, Erection and Service. 


Inquiries are invited from those having sound financial standing and 
excellent references. For complete Dealer information write to New 


Dealer Division No. 3, Gunnison Homes, Inc.. New Albany, Ind. 


~unnison Homes: 


UNITED STATES STEEL (Us) @s) CORPORATION SUBSIDIARY 





